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BOSS OIL RANGES 





Plenty of "eye appeal” plus the advan- 
tages of unusual cooking speed and econ- 
omy of "Top Speed" Long Chimney 
Burners, makes the new BOSS Line fast sell- 
ing and provides better profit margins for 
you. 


If you want to get a larger share of the 
oil stove business this season, write or wire 
today for the BOSS Sales Plan—a most 
complete merchandising method that will 
help you increase your oil stove business. 





THE HUENEFELD COMPANY : Cincinnati, Ohio 





THE RETAIL 
HARDWARE 
SALESMAN 


of off trades— 


ond mighty good ot ALL!” 


IN our national 

advertising we are 

F constantly urging the public 

to “Patronize your local hardware 

dealer”. We do this with full confidence 

that people will be highly pleased with 

the service of those who attend to their 
wants. 


In retail merchandising there are “clerks” 


and ther€é are salesmen. Those in the 
hardware store are salesmen — but they 
are even far more than that. Frequently 
they think for their customers as well as 
wait on them. Often when the customer 
himself isn’t sure of what he wants, a 
competent salesman helps him select the 


right article for the job—and in doing 


so, may have to possess some of the 
knowledge of a carpenter, a plumber, an 
electrician, a machinist, a locksmith, etc. 


Retail Hardware Salesmen are determin- 
ing factors in the popularity, the progress 
and the profits of the hardware store. 


Theirs is a strenuous job — one involving 
many duties — yet through it all they 
must be courteous and attentive, experts 


in the art of pleasing people. 


Just as at various times we have paid our 
respects to “Mr. Wholesaler” and “Our 
Mutual Friend, the Jobber’s Salesman” — 
we now salute the Retail Hardware Sales- 
men — our final contact with the people 


who buy our products. 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 
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Hot bolt plant at Gadsden, Alabama 
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ima Cold bolt plant at Gadsden, Alabama 
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AT GADSDEN, ALABAMA 


You and your customers asked for it—by increasing 
the demand for Republic Upson Quality headed and 
threaded products. Here it is—a newly-enlarged, mod- 
ern bolt and nut plant covering 200,000 square feet 
of space at Gadsden, Alabama. 

Completely equipped with the most up-to-date ma- 
chines and furnaces, and next door to its source of 
supply for fine steels—the Republic Steel mill at 
Gadsden—this expanded plant is capable of turning 
out 1,000 tons of bolts and nuts a month. The items 
produced include a complete line of machine, carriage 
and building bolts—every item of the same high 
quality associated with the name UPSON for more 
than eighty-four years. 

This improved plant—one of the largest and most 
modern bolt and nut factories in the South— insures 
an ample supply of dependable headed and threaded 
products for Southern and Southwestern dealers. By 
relieving demands on the Cleveland plant, it increases 
the supply available for Northern and Northwestern 
dealers. 

Insist that your jobber supply you with the bolts 
and nuts that sell because they satisfy — Republic 
Upson Quality. If he doesn’t stock them, write... 
Republic Steel Corporation, Bolt and Nut Division, 
Cleveland, Ohio or Gadsden, Alabama. 








E APRIL 6, 1939 5 





Some fifteen years ago Fortune-Byers Co., 
of Conneaut, Ohio, added their electrical 
appliance department. It has proved to be a 
profitable addition to their hardware busi- 
ness. To enjoy a continuing large volume 
in this city of 10,000 has meant that sale 
after sale had to be made to the same cus- 
tomers. Recognizing the need of handling 
more appliances—and the kind that assure 
satisfied users—Fortune-Byers have taken on 
a full line of General Electric appliances. 


(At the right) Three men known to everybody in 
Conneaut. J. C. Byers, Secretary-Treasurer; Gor- 
don McDonald, appliance and radio salesman; 
William Fortune, president. 


“a os 
ty 


 S = 


. 


' 





From photograph taken in 1987 


A member of Fortune-Byers Co. says: “We attribute the 
success of the appliance department to General Electric 
quality and prestige, faith of customers in the store, and the 
promotional assistance offered by G-E. Representatives of 
G-E have been tremendously helpful. We did not know it 
was possible for a company to do so much for a dealer.” 
(At the left) General Electric Cooking Schools, conducted by 
Fortune-Byers with co-operation of General Electric, are well 
attended and result in many sales of various appliances. 
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General Electric delivers more 
customers to dealers than any 
other Electrical Manufacturer 


General Electric has the widest 
and most complete line of 
electrical products. 


General Electric has the largest 
and most complete advertising 
and promotion plan for dealers 
in the industry. 


America spends more money 
for General Electric mer- 
chandise than for any other 
electrical brand. 


Go G-E-ALL THE WAY! ut 


A FULL line of electrical appliances that win 
public preference through performance. In prac- 
tically every wired home in America there is a 
satisfied user of one or more products bearing 
the famous General Electric monogram! Why 
not take advantage of this ready-made market by 
displaying and pushing the complete G-E line? at both World Fairs 


ELECTRIC 
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request... the “big hit” 
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National Hardware 





HARDWARE WEEK 


BROADCAST 






To Radio Listeners, “® will say: 
dware Week. Unusual values 

hardware stores. it's a 

dependable mer- 
tting better acquainted with your 
are merchant . . - YOUr neighbor, 
re devoted to upbuilding your 


community. Patronize your local independent hardware 
this week and every week. Take advan- 

al knowledge, and the extra 
provided for your benefit at 
you the world’s 
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ing money on 
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whose life and earnings & 
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tage of his practic 
values and services 
re. Ask him to show 
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TELLING MILLIONS TO BUY FROM YOU — 


— “you’re on the air” with Master Lock 
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pes. A ? . as 100 radio stations across the 

- adcast these announcements. Wi 

gladly contribute this program in the i : 
of our friends . . . America’s i s ree 
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BLAKE & LAMB 





“THE VERDICT OF 
THREE JURIES” 


You Be The Judge in 1939! 


Rule out exaggerated claims, irrelevant facts! 
Consider price, quality and Sustained Policy 
which during 1938 made Blake & Lamb fastest 
selling Steel Trap of America. Made in all sizes 
of Long and Under Spring patterns. Send for 
1939 catalog, prices, samples, NOW! 





Jury of Jobbers: High pres- 
sure salesmanship unnecessary 
when distributing Blake & Lamb 
—A better trap at a lower price! 


Jury of Dealers: We want 
Blake & Lamb—the steel trap 
with which we can meet and beat 
any form of competition! 


Jury of Trappers: We want 
more and more Blake & Lamb— 
the brand which has proved on 
the trap line its claim of more 
durability, better efficiency! 


THE HAWKINS COMPANY 


AMERICA’S OLDEST TRAP MANUFACTURERS 
SOUTH BRITAIN, CONNECTICUT 
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hest paint 
its start 


| i a miner not a painter. The 
metal I mine out of the earth 
is lead. 


And mister that lead is what 
gives life and gumption to 
paint. 


You think I’m prejudiced? Ask 
any painter who’s been at it 
long enough to see how his 
work stands weather. He'll tell 
you the same. 


You see, Jead is a metal that 
just about lasts forever. And 
the basis of white lead is lead. 


I figure that’s one of the rea- 
sons white lead gives you a 
covering that lies snug and 
firm and durable — free from 
hard crackiness as lead itself. 


“So most of the real good paint- 


Here's where the 
gets 


ers are boosters for white lead 
paint. They know that the way 
a white lead job stands up helps 
to build their reputation. 


And the swell part of it is, you 
save money when you paint 
with white lead, because it’s 
one of those rare cases where 
the best is the cheapest. 


LEAD INDUSTRIES ASSOCIATION 
420 Lexington Avenue, New York, N. Y. 











Pick a real painter as well as good paint if 
you want a real paint job. For the painter 
who knows his craft knows dozens of things 
which go to make up fine work, such as 
bringing the paint on a window sash up till 
it covers the hair line joint between putty 
and glass, to take just one simple example. 
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This forceful Carborundum message will sing 
the praises of National Hardware Week to a com- 
bined magazine circulation of 4,563,384! It ap- 
pears in three great farm papers and in two 
famous magazines reaching the home craftsman 

to help promote store traffie for you 
to help increase your profits. 


. 


Plan now to take 
full advantage of this powerful foree behind your 


drive for increased sales! 


Choose one or more of 





these attractive displays 





If you want to sell more merchandise .. . let 
people see it! Any of these 8 attractive displays 
will help you sell more Carborundum Brand 
Abrasive Products during National Hardware 
Week. Take advantage of increased store traffic 
during this big special promotion 


RE WEEK 
ONAL HARDWA 
Watch for ~— b to 13 





ses a tremen- 
Your hardware store always carrie e 


dise .-- 
dous variety of worthwhile merchandl 










... put in 
several of these eye-catching displays. Then 


watch the cash register begin to ring up those 


extra sales and profits. Ask vour jobber. or write 
us direct. 


ttractive assorum 
world’s fair in your ow? , 

en i tractive 
And in particular, in — Borer hon — 
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pr mee Patronize CARBO RUN 
tip- 


your hardware dealer. a 


Falls, N. Y- 
THE CARBORUNDUM COMPANY, Niagara 


REG. U.S. PAT. OFF- 









I—No. 16 Scythe Stone Display 
2—No. 149 Pocket Hone Display 
3—No. 57 Farm File Display 
4—No. 767 Display Assortment 
of Sharpening Stones 
5—No. 955 Aloxite Brand 
Cloth Economy Roll Display 
6—No. 957 Combination Sharpening Stones 
7—No. 956 Grinding Wheel Display 
8—No. 66 Household Knife Sharpener Display 











P 4 trade- 
in a registered 
Carbormitne ¢ sarborundum Company) 
mark © 











THE CARBORUNDUM COMPANY..NIAGARA FALLS, N. Y. 
Sales Offices and Warehouses in New York. Chicago, Philadelphia, 


Detroit, Cleveland. Boston, Pittsburgh, Cincinnati, Grand Rapids 
(Carborundum and Aloxite are registered trade-marks of The Carborundum Company) 
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NATIONAL ENAMELING AND STAMPING COMPANY 
Executive Offices: 461 N. TWELFTH STREET, MILWAUKEE, WISCONSIN 


Factories and Branches: MILWAUKEE — CHICAGO —NEW YORK — BALTIMORE — PHILADELPHIA 
GRANITE CITY, ILLINOIS — SAN FRANCISCO — DALLAS 














WORLD'S LARGEST MANUFACTURER OF HOUSEWARES yf 1 6 f “ f - I TINWARE « GALVANIZED WARE « ELECTRIC 
INCLUDING ENAMELED WARE « JAPANNED WARE « > ft APPLIANCES « KEROSENE RANGES AND HEATERS 
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SAWS 


CERTIFIED SAWS, SAW TOOLS, 
MACHINE KNIVES, ETC 


a re 
Qin 
» me 
ATKINS ROBERTS 
SPEED SAWS 







| ATKINS BAND & 
AAA CIRCULAR SAWS 






















@ The 3 high grade specially-priced saws of the Monument Line are 
leaders—strictly for a limited time—for you and for us. Their out-of- 
the-ordinary value at $2.50—$2.00 and $1.50 will attract attention 
and spur saw buyers to act before National Hardware Week is ended 
—BUT THE GOOD PROFIT YOU MAKE ON THEM IS ONLY THE 
BEGINNING. 


The leaders, exactly as in a parade, attract the crowd’s interest and 
attention for what follows. In this case it is the great assortment of 
Atkins Silver Steel Hand Saws, Hack Saws, Cross Cuts—the complete 
line from which you select the popular numbers for your trade. All 
are backed by a household name almost as old as American Industry. 
It is accepted everywhere as a symbol of quality and service. 


Let the Hardware Week Leaders convince you of Atkins leadership. 
Stock a fuller line and for every Monument Saw you show suggest 
another of special type and sell both. 


THE LINE OF LEAST RESISTANCE 





DMPANY, 410 South Illinois Stree 
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the Qastest-Selling AIR RIFLE 


| Ian BY ACTUAL *SALE«-TESTS 
| » 4 THROUGH 56 DEALERS TO BE 
| DAISY EVER OFFERED THE TRADE! 





... With The GREATEST ‘(@ 
NEW SALES FEATURE EVER] 


. 


The First and Only 
LIGHTNING-LOADER 


SHOT MAGAZINE 
IN HISTORY! 


*RESULTS of Sales-Tests 


We stocked 56 dealers in 8 different towns with the new 
LONE SCOUT CARBINE—ran advertising in each mar- 
ket, then checked up 30 days later. Here’s what we found: 
(1) LONE SCOUT outsold any previous NEW Daisy air 
rifle, (2) greatest sales volume was secured at the $2.50 
retail price, and (3) the new, first and only LIGHTNING- 
LOADER SHOT MAGAZINE proved to be the biggest 
selling feature ever put on an air rifle! NOW we offer 
jou this grand-new, brand-new LONE SCOUT CAR- 
BINE—already proven by thorough Dealer Sales 

Test to be the fastest-selling air rifle we have ever 

seen. Stock up now. Get your share of the profits. 


DAISY’S NATIONAL ADVERTIS- 





ING MAKES SALES FOR YOU! 


Cash in on our powerful, full-page 
national advertising starting soon! 
Be prepared to supply the swarms 
of kids who will visit your store 
to see and BUY the LONE SCOUT 
CARBINE—the only air rifle that 
LOADS 225 Bull’s-Eye Shot in 5 
seconds by the clock! (And better 
check your entire Daisy line— 


45 Shots just 
our 
Per Second! Pou ind 


More New Geatures! 


e The Only genuine WESTERN STYLE CARBINE Air Rifle! 

Single Shot, Double Gun, Pump 
¢ The ONLY ADJUSTABLE DOUBLE-NOTCH Rear Sight! 3 Gun, Buck Jones Special, Targeteer 
@ 500-Shot Repeater! j . Pistol, Bull’s-Eye Shot.) 

+ 





@ Wooden Fore-piece for Steadier Aim! : Hi ' RETAILS AT 
e Walnut-finish PISTOL-GRIP Stock! 


@ Heavy Metal Strap holds ‘*Magazine 
Tube” under main barrel in real 
carbine style! 


are @ It’s a DAISY—in Quality and Value, 
-of- os =) from muzzle to butt! 


ion @ Priced to sell! 


ind ae : 

t of a: ese é DAISY 
ete /”% et j } BULI’S-EYE 
All - 0 ~ “4 i * = ¥: poy A Pom ma ns an " z 
iy. Auf: Oo . (See 
lip. 

rest 


Ask your jobber ... or write direct to 


<A DAISY MANUFACTURING COMPANY tivmouts, mex 


= 7.) @ \ omen 
= se 8 we 
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EIGHTY-ONE OUTSTANDING TOOL VALUES 


ror NATIONAL HARDWARE WEEK 


*, Ree 


 »\ [STANLEY 4 


bas TRADE MARK 






























Includes 81 popular-priced 
tools plus 4 top-notch 
Carpenter's Aprons. 
Your tool salesmen 

can dress the part 
| during National 
Hardware 
| Week — then 
give the j 
ur best 
customers. All for only $20.65 
with full margin for you. 





Ask your jobber about this 
money-making deal... 
get the tools in stock 
for the big selling 
week. 

Prices slightly 


higher west of 
Missouri River 





TRADE MARK 





Stanley Tools, New Britain, Conn. 


Send us your new Tool Window Trim, 
shipping charges prepaid. We'll use it to 
display Stanley Quality Tools. 


ID Ca i tnissnnco.occoasossnnsdeiteunsiaitentaaschiinnniiidit “ 


DIVISION OF THE STANLEY WORKS, NEW BRITAIN, CONN. 


| TE 
‘“‘THE TOOL BOX OF THE WORLD” My Jobber Is 
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Ring Up The Curtain On These 


3 GOOD MONEY-MAKERS 


for NATIONAL HARDWARE WEEK 


Be sure these fine CLEVELAND CHAIN mer- 
chandisers have a prominent place in your store 
especially during National Hardware Week. 
You can depend on them to attract attention. 
They turn casual shoppers into chain buyers. 
It means added profits to you. 


CLEVELAND “Ree! Salesman" 


Sells chain in a hurry—right off the reel. Beautifully 
enamelled in red with ivory lettering. Holds four 
full reels of chain or equivalent in one-half or one- 
third reels. 


DOG CHAIN DISPLAY HANGER 


This handsome 4-color baked enamel hanger is avail- 
. able free with assortments of 2 dozen popular size 
CLEVELAND Dog Chains. 


The Clrveland Chain eMfo Co. Cleveland. Ohio 
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250 FT. CARTON 
BUCKEYE COIL CHAIN 
The most popular weldless wire 
chain made, packed in a neat, con- 
venient carton that helps to sell it. 


L280 Fen Xa. 76) 
BUCKEYE 

COIL CHAIN 
ere 








Sell MERCHANDISE THESE POPULAR CLEVELAND CHAIN ITEMS 
CLEVELAND for year ‘round profits 
GRIP NO. 45 HEEL CHAINS with 
4 Swivel Dee. Bright, coppered, 
ar TRACTOR | urimiry L0G cHAIN—For Semeueel es enimaun ginko 
} CHAINS | fowing, “tying vor , dracuing: finish. 1 
Now! raie-i4 oH EN, ‘ 





Have a set 





of Jumbo 
Grip Trac- 
tor Chains 
on hand for 
ready sale! 
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BUCKEYE or BROWN PAT- 
TERN COIL CHAIN—Any fin- 
ish. Packed in 100 foot lengths 
or on reels. 
foot cartons. 


BUCKEYE or BROWN PAT- 
TERN TIE-OUT CHAINS—All 
sizes and lengths. Individually 


2/0 size in 250 . packed in cloth bags or car- 


tons. 


Set 


PROOF & BBB COIL CHAIN, 
electric or fire welded. Straight 
or twist link. Self-colored or 
hot galvanized finish. Tested. 

























“The Best Rope Merchandising 
Suggestion Ever Offered to 
the Hardware Dealer Trade!” 


Hardware dealers everywhere report sen- 


© edie ilies a 


sational results with Plymouth’s original B.W. 
Sales-Maker. ‘Efficient’ ... ‘attractive’ be 
.. “time saver”... “sales almost W.H 
doubled” . . . “has increased our sales | poe 
tremendously” . . . comes enthusiastic 


word from all over the country. 

Because results prove conclusively that 
the Sales-Maker does boost rope sales 
substantially and quickly, the Plymouth 
Cordage Company offers it to regular 
Plymouth dealers at a cost of only $7.50— 
a fraction ofits cost to manufacture. But 










h stu’ 
feet bID™ jin attrac ny, ; 
standins olmptly jacaseres ite odd" 16 unless the Sales-Maker definitely 
# meniee: = eye occurs increases your sales of Plymouth Rope 
the ~ les jor cs sper’ 
sa £ floo’ 


store's ° at least 25% over a stipulated period 
of time, its full price will be returned 
to you without question! 

Although imitations have appeared, none can duplicate all the Sales-Maker’s 
patented features. Only the’ Plymouth Sales-Maker displays a complete range 
of rope sizes for quick selection by customers... . simplifies measuring by means 
of an accurate dial-type meter . . . cuts the desired length with a special, safety- 
shielded knife . . . enables you to figure rope-by-the-foot 
prices ata glance. Order your Sales-Maker soon (speci- 
fying Basement or Sales Floor storage model), through 
your Plymouth Rope jobber. 


PLYMOUTH CORDAGE COMPANY 


y ths. 
708 oi random love on the smal NORTH PLYMOUTH, MASSACHUSETTS and WELLAND, CANADA 
ers whose TO splay. od for Sales Sales Branches: New York, Boston, Baltimore, Philadelphia, Chicago, 
O8 peen designe 8. Cleveland, Houston, San Francisco 
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These (/— Brands 


/ 
WILL GIVE 


B.W.H. gard 

$ couplings m 
testi couplin 

W.H. hose. T 


fifed and crushed, ' 1 
#@ service and grea 


¥OU MORE 
i O 


is inbred 

p long and 

. There 

> supreme 
@ smoller in- 
¥.H. hose is 
re of quality 


ee of high quality garden hose 

on the , AStrictly superior hose from tube 
wide and distinctive rich brown color. 

you con sell to estates, parks, contractors, country clubs, and 
hose is desired. Made in two sizes: 


e ata high 
3%" — in 25- and 50-ft. lengths, coupled with nickel-plated 
wr gs Also in continuous lengths, approximately 500 ft. to the bale 
and ft. to the half bale. 
VIGILAN Our largest selling brand of 2-braid garden hose. 
High enough in quality to be considered a strictly 
first grade hose, yet low enough in price to command a large volume sale 
and a heavy repeat business. Thousands of home-owners searching for 
a garden hose of excellent quality at a price they can afford to pay find 
Vigilant their ideal selection. Made in three sizes: Y2", Ye", ¥/4'sm- 


in 25- and 50-ft. lengths, coupled with nickel-plated couplings. 
in continuous lengths, approtimately 500 ft. to the bale and» 250 ff. 


to the half bale. 4 
UVIXE Here is a low priced hose of real value, Built to ees 

the demand for a popular priced hoae of sot ee od 
will give satisfactory service. Made in 
25- and 50-ft. lengths, coupled with n 
continuous lengths, approximately 
the half bale. 











BULL DOG - 2-braid 


Bull Dog Cord hose is packed two 
ways —in the new, smart car- 
tons and shipping containers or 
in the standard package with 
each 25- or 50-ft. length paper- 
wrapped in bales containing five 
25- or five 50-ft. lengths. 


GARDEN 
HOSE 












/N NEW PACKAGES WITH -- 


Ext Consuure Appea| 


VIGILANT - 2-braid 


Vigilant hose also comes in two 
styles of packaging — 25- or 50- 
ft. lengths either paper-wrapped 
or cartoned. The cartons are 
shipped in cases containing five 


















50- or ten 25-ft. lengths. 





pcan 


4 





The paper-wrapped lengths of 
25- or 50-ft. are shipped in bales 
holding five of either length. The 
hose in cartons comes in shipping 
cases containing five 50-ft. 
lengths or ten 25-ft. lengths. 





~ 
TIGER - I-braid 


Shipped in paper-wrapped 
bales’ containing five 25- 
ft. lengths or five 50-ft. 
lengths. 
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S A.3-POINT WAY! 


H ao ie. There’s big business in the air for you this Spring. That 
braid 3 LS y 2] mighty back-log of needed painting that's piled up these 
s ia we ‘ - s we all-too-many years is cracking through the dam. Right 
5-or50- & now’s the time to cash in on this coming flood of paint- 
wrapped | ing activity. You can and will with Sherwin-Williams | 
ons cre | and the 1939 S-W “3-Point Way”! It’s the modern, hard- 
ling five selling plan that has everything and does everything in | 
. 


three simple steps. Look them over—then wire or write 
for complete details and franchise possibilities. Address 
The Sherwin-Williams Company, Cleveland, Ohio, and 
all principal cities. 


a, ae 


House Paint! More people know 
this famous brand of paint. More 
People want their houses painted 
with it. Countless surveys prove: 
More homes are painted with SWP 








than any other brand of paint! It's 
the paint that brings in the business 
quicker . . . easier! 











raid 











“AILS 
urf, 
h ace Y; ‘ 
t b, = J : Paint manuf’ advance ies ee 
a Bees ; F bs dercoater a 2 — this new own 
th. The 4 © Perfect two... 12 It’s the one 
\ipping takes the gu ree pant jobs. ~ 
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THE S-W BUDGET PAY 


Eliminates “Collection Worry A N 
Budget Payment — ww el = of 
ing autos .. . reirigera xr. « 
pe «fn machines and SWP House 
Paint! It's the modern way to sell 
that makes ready buyers of those 
without ready cash! ; s 
The S-W Budget Plan requires no 
down payment, gives your customers 
12 to 18 months to pay. Yet it guar- 
















Beret eg 


. “ tees your money in full when the 
¢ 25- one job's finished. Never a credit 
50 ft risk! It's powerful point 3 in the great 


S-W 3-Point Way to more and better 
business for you this Spring! 


SHERWIN-WILLIAMS 


1 SWP HOUSE PAINT 
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THE WAY TO INCREASE YOUR SCREEN SALES 
IS AS es AS A. B. C. 


Ameri 4 ‘ 
Buys 


Continental 





PREFERRED BY A NATION 
FOR THE 3x GENERATION 





CONTINENTAL CONTINENTAL CONTINENTAL SCREEN DOOR 
COMBINATION DOOR EXTENSION WINDOW SCREEN ONE OF THE MANY PATTERNS 






* SCREEN DOORS - COMBIN AGES DOORS - WINDOW SCREENS - 
Order Fro Jobber Now 


CONTINENTAL SCREEN COMPANY, petroit, micnican 
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T’S surprising to some folks (may- 
be even to you) to find the name 

Du Pont on a little item like a tube 
of household cement. 

But how that name helps you sell 
Duco Cement! 

You see, it isn’t only with this fine 
little maker-and-mender that people 
associate Du Pont. It’s with fine auto 
polish, auto wax, paints, car finishes, 





APRIL 6, 1939 





WORKS FOR YOU 


anti-freeze . . . a thousand fine prod- 
ucts. And the millions of friends that 
all these products have made are 
naturally friendly toward this handy 
tube of Duco Cement when they see 
it in your store. 

So be sure to stock Duco Cement, 
the clear, flexible, waterproof cement 
that holds permanently on about 
everything. Keep it where people can 





see if. You'll find it jogs their mem- 
ories into making a purchase . 
when, otherwise, buying household 
cement might never enter their minds! 

Here’s what you do first, and do 
it now while it’s on your mind: write 
for net prices and full details today. 
E. I. du Pont de Nemours & Co., 
Inc., Wilmington, Delaware. 


ne PAT FF 


HOUSEHOLD 


CEMENT 
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SURE-FIRE PROFIT-MAKERS FOR 
EVERY PITTSBURGH DEALER! 


™ EPENDABLE profit-winners’’—that’s what Pittsburgh dealers 

everywhere call Wallhide, Florhide, Waterspar Enamels and 
Varnishes, Sun-Proof Exterior Paints! These four famous, fast-selling , 
finishes bring long-lasting beauty and protection—nation-wide 
acceptance, quick turnover! 


Rigid Factory Control 


Manufactured under rigid factory control. That’s why Pittsburgh 
can assure you and your customers finishes of uniform high quality 
and durability. Why you can assure every paint prospect complete 
satisfaction with every Pittsburgh Paint purchase! 


Profit With Pittsburgh 


Make yourself a part of Pittsburgh’s great sales-building program 
for 1939. Cash in to the limit on the universal appeal of one-day 
painting—with the "Big 4’’ in paint that mean big profits for every 
Pittsburgh dealer! Pittsburgh Plate Glass Company, Paint Division, 
Pittsburgh, Pennsylvania. 


Copr. 1939 Pittsburgh Plate Glass Co. 
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BACKED BY 
POWERFUL NATIONAL ADVERTISING 












ay 2 an aes eae satis 
NATIONAL MAGAZINE 
advertising hurls 30,000,000 
forceful, dramatic messages to 
home-owners from one end o 
America to the other. 


OUTDOOR POSTERS direct 
Pittsburgh’s sales-building 
story right into your territory. 
Bring customers into your 
store, ready to buy! 








NEON SIGNS that “stand 
out” identify every Pittsburgh 
dealer—make him an impor- 
tant part of the 1939 Pitts- 
burgh drive for Profits. 


50/50 NEWSPAPER adver- 
tising enables the Pittsburgh 
dealer to tie in with the nation- 
al campaign—focusing atten- 
tion on his name, his address. 
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WINDOWS are no better than the glass with which they are 


glazed. The use of Pennvernon Window Glass insures windows which are 





exceptionally transparent, which permit clear, satisfying vision and which 
add to the appearance of a home by their brilliant, reflective surface finish. 


pit PITTS BURGH. (7/4 
PLATE GLASS COMPANY (~~ 
Makers of WALLHIDE PAINT - WATERSPAR ENAMEL AND VARNISH - SUN-PROOF PAINT - FLORHIDE + POLISHED PLATE 


GLASS - MIRRORS - PENNVERNON WINDOW GLASS - DUPLATE SAFETY GLASS - PITTCO STORE FRONT METAL 
Distributors of PC GLASS BLOCKS and CARRARA STRUCTURAL GLASS 


f 
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{N THESE HOSE Liye 


VERY time a hose customer walks out of your store 

without buying because he wanted something 

“better,” or “cheaper,” or “tougher,” or “lighter,” he puts 
a kink in your profits. 


You won't lose those sales —if you stock these six lines 
of nationally advertised Goodyear Hose. 


Because you'll then have the right hose, for the right 
purpose, for every one of your customers — at the price 
he’s willing to pay. 


In addition, you'll know you’re giving every customer 
the most for his money. 


Goodyear Hose comes in attractive colors for greater eye- 
appeal and more effective merchandising. Most lines 
also come packaged for easy stocking and better display. 
And all six lines have tough, long-wearing covers and 
are reenforced with heavy cotton-cord carcasses. 


Get the details of Goodyear’s Garden Hose proposition 
and get set for your full share of summer hose profits. 





EMERALD CORD* HOSE —The finest lawn hose 
made. Green cover, double braided, high quality 
cotton-cord reenforcement. 


2 WINGFOOT* SUPERTWIST CORD HOSE— Although 

less in cost, this hose closely approaches the high 
quality of Emerald Cord Hose. Brown cover; two braids 
of Supertwist cord. Lighf and easy to handle. : 


3 SUPERTWIST* CORD HOSE—A light-weight yet 
extremely durable hose that even women and 

children can handle easily. Brown cover. Made with a 

reenforcement of the famous Supertwist cord. 


GLIDE* LAWN HOSE—A good hose at a moderate 

price. Ribbed red cover. Molded hose, reenforced 
with heavy double braided cotton-cords. Also available 
with black cover. 


5 PATHFINDER* LAWN HOSE—High cuality at low 
price. Green cover. Heavy, single-braid, cotton-cord 
reenforcement. Also furnished with black cover. 


ia OAK* LAWN HOSE— Designed expressly for the 
low-price market. Single-braid cotton-cord reen- 
forcement, corrugated dark brown cover. 


" *Trade-marks of The Goodyear Tire & Rubber Company 
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NATIONAL 
HARDWARE WEEK 
BACON CRISPER 
Special 
REGULARLY $5.00 DOZ. 
THRU HARDWARE WEEK ONLY 


2 DOZEN $'7:50 


SEND COUPON BELOW 


CRISPS BOTH SIDES FLAT AT SAME TIME 

GREASE DRAINS INTO DRIP PAN 

ECONOMICAL—IT RETAINS UNIFORM HEAT 
- MAKES TASTY GRILLED SANDWICHES ~ 


HERE'S WHY! 


Can Fry Perfect Bacon 


SKILEETS IF YOU WANT PROFIT! 


IN ALL SIZES CHICKEN 


FRYERS Get HAMLIN 
SHOVELS 


HOES 
Lacquered Steel or RAKES 


Chrome Plated. Laminated Steel. No Burn _- INDEPENDENT wone 


—No Warp. 


BACON SEND BACON Your big profit opportunity 
BROILER THIS BROILER comes with the Hamlin line. 
COUPON Exclusive Hamlin Construc- 

HARDWARE WEEK SPECIAL tion features—items that sell 

2 DOZEN FOR $7 -50 and a definite personal in- 

HAMLIN METAL PRODUCTS Co. terest in you as only an inde- 
Rush Two Dozen Bacon Crispers at the Hardware Week pendent manufacturer can 
ee ie ee have, makes the Hamlin line 


a natural for you. 


iT WILL PAY YOU TO BUY FROM 
AN INDEPENDENT MANUFACTURER. 


IN METAL PRODUCTS COMPANY 
AKRON, OHIO 


APRIL 6, 1939 
















































THE 





a 
u i i 
-SHOL 





WHEN this “big-shot” customer steps up to the 
counter, business booms! He’s the man who 
lands contracts for painting homes, schools. 
factories, etc.— jobs that mean large orders for 
paint supplies. 

What’s the first thing he asks for? Nine times 
out of ten the answer is —white-lead. Sell the 
painting contractor his “lead” and you'll sell 
him everything else he needs. 

So here’s a sensible suggestion. Stock and 
push Dutch Boy White-Lead—the first choice of 
painting contractors and other large users for 
many years—the item that attracts the volume 
buyers to your store. 


Now—better than ever— 


Break the good news to your white- 
lead customers that Dutch Boy has 
been stepped up in whiteness, hid- 
ing power and body. This means 
whiter whites and cleaner, sharper 
tints — increased coverage — more 
solid-looking jobs. 

Cash in on the increased demand 
for Dutch Boy that is resulting from 
these improvements. Use Dutch Boy 
displays in your store and window 
—start a “Dutch Boy” Department 
on your shelves. It pays. 


~ DUTCH BOY 


PAINTERS’ PRODUCTS 


NATIONAL LEAD COMPATIY 
111 Broadway. New York; 116 Oak St., Buffalo; 900 W. 18th 
St., Chicago; 659 Freeman Ave., Cincinnati; 1218 W. Thir! 
St., Cleveland ; 722 Chestnut St., St. Louis ; 2240 24th St., San 
Francisco: National-Boston Lead Co., 800 Albany St., Boston ; 
National Lead & Oil Co. of Penna., 316 Fourth Ave., Pitts- 
burgh ; John T. Lewis & Bros. Co., Widener Bldg., Philadelphia. 
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DISPLAYS SELL... PUT THIS 
SALESMAN TO WORK 


Here’s what Rugg’s new rope merchandising plan 
means to YOU. QUICKER CUSTOMER SER- 
VICE since no time is wasted in measuring .. . 
a quick knife stroke separates a handy, measured 
coil. MORE SALES because the display calls to 
the customer’s mind their need for rope. ... BET- 
TER PROFITS from larger unit sales sold by 
the foot. 


Consumer Study: Proves These Units 
Readily Salable 
Our customer survey showed the demand for 14” 
rope to be in approximately 50’ units . . . we pack- 
aged it that way ... AND... since coils are 
continuous you can sell as much as 600’ in one 
piece. Further customer study showed the fol- 
lowing units to be in demand: 3%” in 75’ units; 
5/16” in 100’ units; %” in 150’ units. Our pack- 
ages are that length ... and . . . what’s more, are 


THE E. T. RUGG CO. 


NEWARK, OHIO 


SINCE 1883 
OCEAN BRAND MANILA 
With Green Thread Marker 


MAKERS OF CORDAGE, OAKUM 
SADDLERY AND LAWNMOWERS 
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connected, so that you have at least 600 continu- 
ous feet of rope in each size. Rugg’s Rope-Mer- 
chandiser displays the most popular sizes of rope, 
packaged in the fastest selling lengths . . . and 
still . . . permits you to sell extremely long or 
very short lengths. 


Fewer Remnants from Sale of Odd Lengths 
There is at least 600 continuous feet of rope in 
each size. You have no more remnants than you 
would have in '% coil purchases. Sell complete 
coils from one end and odd lengths from the 
other. 


Modernize Your Merchandising Methods! Sell 
Packaged Rope! Use the Convenient Coupon 
Below (or See Your Jobber) For More Complete 
Details. 


4 bj HU f f oN 


A a Al if. 





THE E. T. RUGG CO. 
NEWARK, OHIO 


Please rush details for Rugg’s Rope-Mer- 
chandiser. 





PANTHER and 


DRAGON TAPES 


1. First to be Wrapped and SEALED in Cellophane. 
2. Perfect Adhesiveness and Tensile Strength. 

3. Strong Distinctive Green Core. 

4. Colorful Attractive Boxes. 


Fa ;" : 
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HAZARD INSULATED WIRE WORKS 


DIVISION OF THE OKONITE CO, 
WORKS: WILKES-BARRE, PENNSYLVANIA 


New York Chicago Philadelphia Atlanta Pittsburgh Buffalo Boston Detroit 


Seattle Dallas Washington San Francisco St. Lovis Los Angeles 
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CLEAN-UP 


ON 


CLEAN-UP TIME! 
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T’S a grand old spring custom—this 

annual clean-up. And it’s a smart mer- 
chant who helps it along by providing the 
means. There are dozens of people in your 
own neighborhood who need and would 
buy burner baskets if you placed them 
right out where they couldn’t help but see 
them. 

Cyclone Burner Baskets sell on sight. 
They are good-looking—bright and color- 
ful. Customers can see that their mesh is 
even ... that wires are heavy and strong. 
And showing the Cyclone “Red Tag” helps 
sales, too, for peopfe have learned that 
when a product bears the famous Cyclone 
name, they can be sure of its quality. 

U-S-S Cyclone Burner Baskets come 
in three sizes—1%, 2 and 2% bushel ca- 
pacities. Intersections are welded for extra 
strength. Painted a bright red. 

Cyclone’s rugged “Catch-All” basket is 
made to stand rough use. Enameled green 
finish. Pressed steel rims at top and bot- 
tom give it extra sturdiness. 2'4 bushel 
capacity. Order now from your jobber. 


“ 











— the name customers remember when they need steel products. 


STORMSEAL ROOFING 
TENNESEAL ROOFING 

US'S ROOFING & SIDING SHEETS 
CYCLONE LAWN FENCE 

GATES AND FITTINGS 


AMERICAN BARBED WIRE 
HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY NETTING 
STRAIGHTLINE POULTRY NETTING 
MERICAN FUR FARM NETTING 


CYCLONE SCREEN CLOTH & HARDWARE CLOTH 
CYCLONE BURNER BASKETS 

BLUE BONNET BALE TIES 

NAILS, TACKS AND STAPLES 

CLOTHES LINES 


CYCLONE e97a7° BURNER and CATCH-ALL BASKETS 


CYCLONE FENCE COMPANY, General Offices: Waukegan, Illinois 


Branches in Principal Cities 
UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 


STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California - 


UNITED SPATELS Pret tb 





CRESCENT FENCE TOOL 
No. 1936 








Special head openings grip 
staples firmly.Ample lever- 


by aa 
CRESCENT |, WH 








Cash in now on Spring fence erection 


OTHER POPULAR and repair work. Crescent presents the 








FENCE TOOLS improved, all-purpose Fence Tool No. wc eaaaaeaaies ail 


ening, and for making 


ed 1936 that sells on sight. Sturdily con- -————~—=_ une 


structed with gun-metal handles and 
NO. 1000 Sturdy, general pur- . 

pase combination piler. Flat nese— polished utility head . . . the Crescent 
three button’s cutters —pipe grip 


and teeth in nose. 4 sizes, 5 to 10", Fence Tool combines pliers, staple 


! \ 
i 

=— puller, cutters and hammer. Will ap- ope! “HD 
peal to a wide market because of its Sharp. heavy prong for 


driving in behind and 





pulling out stubborn rusty 


906 Heavy. sturdy stapl *ye 
a Rang Fs er many unusual utility features. Order a _ staples. Serves many other 
puller. Two hammer heads two useful purposes. Note 
broad hammer face for 


wire cutters --wire stretcher-— pipe supply from your jobber now... put a staples cantly. 


arip and pincers. 10” size only. Gun - 


a them on display . . . watch them sell! af \ee 





Overall length—1014 in. Weight—114 


a ae pee eer es lbs. Packed one in a box. Carries full 


puller. Heavy heads for hammering ¥ - i 
two button’s cutters—wire Crescent Guarantee. ae Bs gag’ a | me 


stretcher --staple pullers-—-gripping Both wire and staple can 
be gripped together. and 


CRESCENT TOOL CO., JAMESTOWN, N.Y. Selim cores morte 


CRESCENT ject’ TO 
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jaws. 10” size only —black finish. 














YOUR CUSTOMERS are 


going to see this Advertising 
a lot in 1939! gq . 


... from April 
right through October 


“ hand- i le NTERESTING, convincing advertisements in 
: : the leading farm magazines, with hundreds of 
readers right in your own community, will be 
helping you to sell fence, roofing and other steel 
products during all the best selling months of 
this year. 

Every advertisement directs customers to your 
store with statements like these: “Get American 
Fence from your local dealer” —“Ask your dealer 
to show you this better roofing”—‘Look for this 
U-S-S trade-mark.” 

Cash in on the consumer preference which this 
advertising creates. Identify your store as the 
place to buy these products. Stock and display 
a complete line. Take advantage of this sales help 
we are giving our dealers. 


ngs grip 


dies used 
fore fast- 


AMERICAN STEEL & WIRE COMPANY 
Cleveland, Chicago and New York 
CARNEGIE-ILLINOIS STEEL CORPORATION 
Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY 
San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY 
Birmingham, Alabama 
United States Steek Products Co., New York, Export Distributors 


Your Customers Know 
These Famous Products: 


AMERICAN FENCE AND POSTS 
STORMSEAL ROOFING 
TENNESEAL ROOFING 

U-S-S ROOFING & SIDING SHEETS 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 

GATES AND FITTINGS 
AMERICAN BARBED WIRE 
HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 
CYCLONE BURNER BASKETS 
BLUE BONNET BALE TIES 

NAILS, TACKS AND STAPLES 
CLOTHES LINES 
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The many new items of Pittsburgh Close- 





















Mesh Fence Fabrics are the result of in- 
























sistent customer demands for more sizes be 
and more gauges of this smooth, strong 
many-uses material. 
An outstanding new item is the 1x1" 
mesh center to center of wires, in Nos. 11, | 
1"'x1"CHICKEN FLOOR | 1 — 
FABRIC The festa | | 1214, 14, 15 and 16 gauges, and in widths 
center to center of wires) im | ; P P 
welded wire fabric, | i up to 60 inches. All of these fabrics are 
widths to 60", on the | | iil 
market. Ideal for poultry im | i ° . 
foors for small chickens. i ‘ welded on automatic equipment, accurately ¢ 
Many other uses. 11, f " " | a 
12%, 14, 15, 16 gaupe. Tx4 i ; ; ; sd 
was nenieen4 CENTER TO spaced, lie flat, are non-raveling. Bright, 
crelie aol “these | | heavy, smooth zinc coating on copper-bear 
. + | | ; | ° eo 
Fence’). jused exten: | ACTUAL SIZE | | Y> 8 PP 
Ss y ° . 
tey houses, son porches om || ing steel. 
and batteries. 11, 12%, 1 | 
14 gauge. | ° ° . 
| Circular No. 459 gives complete in- 
1x4" TURKEY FLOOR | 1 | 
“fox Fence") Correct | fl | formation about meshes, gauges and uses. 
floor for half-to-full | 
Ser coun he 320 12 Write for it. 
gauge. : 
| 2 
PITTSBURGH STEEL COMPANY j 
| | 1621 GRANT BUILDING PITTSBURGH 
a fe =al iooeemmeeeenll : 
Pittsburgh douicaiae d Fabrics 
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@ Whale ‘Solid Braided Cotton” clothes- 
3" line. At least 50% stronger and more 
11, 4 durable than lines made of soft coarse 
ths roving. This is our regular standard 
i ieee No "ee buy of raw ma- 
ki terials”. Our profit is the only corner we 
a have cut. Special die cut, sales getting 
display free with every dozen ordered. 
in- Offer closes May 13th, 1939. 
eS. 
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TO SAMSON CORDAGE WORKS 
89 Broad Street, Boston, Mass. 


Please send through my jobber__________ Dozen 
Hanks Whale Clothesline at $2.00 per dozen 
50 ft. hanks. 
Name ... i 
Address - eat 














My jobber is ______ ae 
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In 1932 
= It was Air Conditioning 





In 1934 


\_ J It was Indirect Lighting 


PLATE 


Now Its TE 


THE PRECISION THERMOMETER BUILT INTO A STREAM-LINED SWITCH PLATE 






















































l'emp-Plate interprets the trend and needs 4 
of 1939. As a thermometer, it is preferred (7 
for its convenient location and perma- / — 
nent protection. As a convenient, ac- / 
«urate aid to heat control, it meets f 


the demand of air conditioning en- 


in every room. As an artistic 
satin-chrome fixture, it appeals 
to those who want the ultra- / 
modern. Temp-Plate is not a 
novelty or fad. It is a per- 


TEMP-PLATE 
FACTS 
1—Installs in sixty 


health and comfort. Be- y/ 
seconds. 


«ause of this we help £ 
you build a perma- / 
nent, staple demand 
through the educa- 
tional advertising 
listed below. 


2—Finished in satin- 
chrome 


3—The thermometer 
is protected 


4—Located at proper 
elevation 


5—Guaranteed com- 
mercially accurate 
6—The red spirit 
will not fade 
7—The magnifying 
lens tube assures 
| easy reading 





WRITE OR 
WIRE YOUR 
ORDER 


List price $9.60 per dozen, 
regular trade discount al- 
lowed. Terms 2% ten 


Cash in on 
This Advertising 


With your order for Temp-Plates we supply you— 
free—attention-compelling counter displays, mats. 
and folders for hand and counter distribution. 

days, 50 days net, f.o.b. 


A PRODUCT OF THE St. Louis, Mo. 


AMERICAN THERMOMETER CO. 


SAINT Louts, Missouri 
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Pick out this label, Son..7/cx wete tught 


The bright and attractive labels on Bethlehem Boit cartons are easily remembered 
and easy to pick out on the shelves. More important, customers remember the fine 
quality of the bolts and nuts: the clean-cut, smooth-fitting threads and the snug, 
sure fit of wrenches on heads and nuts. This means repeat orders, the soundest reason 
of all why the Bethlehem line of bolts and nuts is a real business- builder. 


Ask your distributor about this attractively packaged line of bolts 


MACHINE 
AND CARRIAGE LAG 
Bolts V/," bolts up to 5" long 4" long 

3" ” rr 5" ” 5! Aw hd 
34." 5)" 5! All ” 

31." 4" ” 

31/," 4" ” 

31," 4" ” 


BETHLEHEM STEEL COMPANY 
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EVERY HOME CAN USE SEVERAL! 


a Clips onto apron-type sinks f 
and basins, and onto glass ZL 


shelves, instantly, easily! 
Smartly styled with heavy - WASH CLOTHS, 


duty, high lustre chrome "tal CLOTHS, TOWELS, etc. 
finish. 
COLORFUL DISPLAY 


For your window or coun- 
ters! Three-dimensional, 








three-color display showing 





actual Clip-On Rack on real- 
istic sink. 


@ Shipped with your order of 4 
dozen Clip-On Racks or more. 








@ Order from your jobber or $2 
net per dozen, FOB Oakville, Conn. 


THE 
AUTOYRE 
COMPANY 























OAKVILLE, CONNECTICUT inineit 
44 HARDWARE AGE 
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Get the Shooting Holidays Trade 


Att customers appreciate getting Win- 

chester Staynless Cartridges—with their 
dependably superior shooting. Sell Leader 
Staynless for full standard velocities and new, 
finer accuracy. Sell Super Speed Staynless 
for full rated high speed and long range. 


Wanted especially by hunters, for their sus- 
tained fast-stepping and ample wallop/ Right 
for gophers, prairie dogs, jackrabbits, wood- 
chucks, other small farm pests. All have Win- 
chester clean no-rust Staynless priming, and 
sell at regular popular prices. 


WINCHESTER REPEATING ARMS COMPANY 


NEW HAVEN 


Division of Western Cartridge Company CONN., U.S.A 
« U.S.A. 





STREA 





INSIDE AND OUT. 








MYERS Silver Cloud Power Sprayers 
are available in both wheeled and wheel- 
less models of varying sizes and capaci- 
ties: for operation by gasoline engine or 
power take-off from tractor. Wheel 
models furnished with either steel or 
rubber-tired wheels. Frames are all steel, 
arc welded. All models come completely 
eauipped with two leads of hose, guns, 
fittings. 











Spraying time is here again. Fruit growers the country 
over are spraying their trees and orchards. This year 
more of them than ever before are using MYERS SILVER 
CLOUD SPRAYERS for this important job. And what a 
revelation in performance values they find them to be. 


Attractively designed but equally rugged and dependable 
—Smooth operating, powerful, economical and efficient— 
Myers Silver Cloud Power Sprayers are winning hosts of 
friends among farmers and orchardists everywhere. 


Dealers—there is still plenty of sprayer business out in 
front of you for months to come, and you can make real 
profits selling Myers Silver Cloud Orchard and Row Crop 
Power Sprayers to orchardists as well as to farmers, gard- 
eners and others who grow fruit, vegetables, cotton, 
tobacco and similar crops. 


Every cloud has a silver lining. Now is the time to get 
your share of the silver out of the Myers line of Silver 
Cloud Sprayers. Write or wire for catalog and complete 
information. 














MYERS Self-Oiling Power 
Spray Pumps are the key to the 
remarkable satisfaction given by 
MYERS power spray equipment. 
Justly noted for both their per- 
fect lubrication and their proven 
service life. Sizes according to 
capacity needed. Pressures up 
to 800 pounds if desired. 


PUMPS — WATER SYSTEMS — SPRAYERS — HAY TOOLS 






POWER SPRAYERS 
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HARDWARE WEEK 


and Cvery Week 


its Millers Falls 
Fine Tools 







No. 5010 
PARSON’S BRACE 






In the fast-growing line of Millers Falls 







fine tools there’s a wealth of stimulating new 


) items—stimulating to the eye and to retail 






sales. They feature improved types, colorful 







new materials, smartly streamlined designs, 


and other notable developments that spell 





No. 84 HACK better profits for you. 


SAW FRAME 





This famous line also includes hundreds 





of standard tools developed through seventy 






years of fine tool making and time tested for 


the utmost in performance. 





As an extra sales stimulant for National 





Hardware Week and each and every week we 


have developed many new eye-catching dis- 







plays that will lead your customers straight to 


these better, longer-profit tools. 






Consult your jobber today for particulars, 






or write to us direct. Ask for our complete 


big Catalog 42. 


MILLERS FALLS CO. 


GREENFIELD MASSACHUSETTS 
TOOLS 






1868 
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The seasonable return of FLIES calls 
for immediate screen protection! 














































our trade to the fact that flies and insects have made 
their seasonable return. They are fully conscious of the fact 
and are ready for quick action. 


Natieonal 
SCREEN AND STORM DOOR SETS 4 


are the logical answer to every requirement of your trade § 
for adequate protection against the annual invasion of these 
disease-carrying insects. } 


\ re high-powered sales campaign is necessary to educate 
y 














Meet this call for quick action on the part of your trade by | 

displaying quick action in ordering your complete stocks of : 

this type of hardware which is now in such insistent demand. 

7); ‘There is a most extensive assortment available in this gen- 

p-7 ~*~ —suine National Hardware; so you can rest assured that ever) 

arias request of your trade for screen hardware can be satisfac- 
on torily supplied. 


Storm Door Sets 









Our efficient order de- 
partment is ready to 
rush through ship- 
ments to replenish 
your present stocks. 








National Builders’ Hard- No. 79 Screen and Storm Sash Hanger 
ware is sold direct to the 
retail dealer—a policy 
that promotes quality, PAVVVONTVNOOYTANOLYLVOD LTV 

service and direct sell- © 


ing cooperation. Coil Spring 
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NATIONAL MANUFACTURING COMPANY 
STERLING + + + ILLINOIS 
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WILL MARE MONEY FOR YOU 


@ It is filled with selling ideas. It is a practical sales 
plan that will bring customers into your store—and 


expose them to your complete line. 


It shows how you can benefit by the constructive 
work Republic is doing through its Agricultural Ex- 
tension Bureau—and its Research Fellowship in one 


of the leading state agricultural colleges. 


It gives you authoritative information by Professor 
Henry Giese, of Iowa State College, on the manufac- 


ture, selection, erection and proper use of farm fence. 


It helps you sell steel roofing —and siding by giving you 
practical information on their proper application. It 
shows you the sales-pulling mailing pieces, which are 
available with your imprint—colorful mailing pieces 


that advertise you as well as your business. 





It shows what is available to you in store banners— 
indoor and outdoor displays—complete fence and 


nail catalogs, beautifully illustrated. 


And it shows you actual proofs of the advertising that 
Republic is doing for yeu—a new kind of advertising 
that is telling four million farmers the important part 


that you as a‘“‘dealer-neighbor” play in your community. 


The Republic salesman who calls-on you wants you 
to benefit by this important sales producer. Ask him 


to show it to you. It means money in your pocket. 













RePpusBerc 
FARM FENCE 
sas 









i REPUBLIC 
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REPUBLIC 
BARBED WIRE 
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REPUBLIC STEEL CORPORATION 


WIRE Divisio 
7850 south Chicago Ave., _ mi, 


(General Offices: 
Cleveland, Ohio) 
Farm products plants 
at Gadsden, Ala., 
and Chicago, Ill. 





oar one 








HE LOOKS TO YOU 
—for friendly counsel! concern. 
ing his farm needs. Don’t risk 
losing his confidence, Offer 
him Republic Products — and 
make gure of bis satisfaction, 






























FATHER'S DAY WILL BE BIGGER 


THERE’S ONLY 

ONE OFFICIAL 

FATHER’S DAY 
POSTER 


This Is It! 


Created by America’s 
Famed Poster Artist 


Wereed Chondler Chriscy 


Tus inspired paint- 
ing is the crowning 
achievement of How- 
ard Chandler Christy, 
America’s foremost de- 
signer of stirring, ac- 
tion-getting, response- 
producing posters. His 
posters have played an 
important role in Lib- 
erty Loan, Red Cross, 
the Will Rogers Me- 
morial, and many oth- 
er campaigns. Now his 
genius goes to work to 
get business for you! 
NO OTHER Father’s 
Day Posters will be 
used. Order NOW! 


NATIONAL COUNCIL FOR THE PROMOTION OF FATHER’S DAY 
Is a non-profit cooperative organization for 
the upbuilding of Father’s Day observance 

This is YOUR Council .. . 


William H. Weintraub, 
Chairman 
Co-Publisher of Esquire 


e 
Alvin Austin, Executive 
irector 
DRUGS 
Lee Bristol 


) 
Bristol- ae 
DRY doops 
Lew Ha 


hn 
National Retail Dry Goods Assn 
ELEC 


TRICAL 
J. W. Dunbar 
General Electric Co. 
HATS 


Robert Patterson 
H 'e Ine. 
HOSIERY 
J. W. 


JEWELRY 7” 


William D. MeNeil—Amer. 
National Retail Jewelers ahem 
LEATHER GOODS 


Robert Rolfs 
Amity Leathers Products Co. 












SPECIAL 


6-Color Combination Offer 
For Limited Time Only 
I POSTER 


—6 colors—Mounted on board 
and easled 


I DISPLAY CARD 
11”x14”—6 colors—Mounted on board 


2 STREAMERS 


8”x21”—6 colors—Unmounted for 
window pasting 


4 Pieces in All For Only: 
% PER 


SET 






25”x36” 












Each piece includes a reproduction of Howard 
Chandler Christy’s magnificent, original 
painting “Father’s Day” 


BUY THIS POSTER ... To help your own Busi- 
ness, because helping Father’s Day in general, 
you help yourself, in particular. 


DON’T DELAY . Only by ordering NOW can 
the committee make advance commitments .. . 
and commitments must be made in advance or 
they cannot effectively be made at all!! 


USE THIS ORDER BLANK TODAY! s 


A renee ." 
presenting and Endorsed by Every Industry! National Council for the Promotion of Father’s Day, 
. — TOILETRIES 82 Kast 57th Street, New York City 
enry ©. Bonfig Cc. S. Welch Date: 
R A. Mfg. Co. Inc Toilet Goods Association Please send us FOB New York, when ready, 
RESIDENT BUYERS the following: 
Max Schneider Sets of Combination Displays, at $2 


Associated Merchandising Corp 
RETAILERS EACH SET CONSISTS OF 
I. Immerman POSTER 25x36—6 colors—(Mounted on Board, Easled) 
DISPLAY CARD 11x14—6 colors—(On Cardboard) 


Associated Men's Wear 
Retailers of N. Y. STREAMERS 8x21 —6 colors — (Unmounted for win- 
dow pasting) 


SHIRTS wii 
PIECES IN ALL (No choice of units available. 
Packed and sold only in these 4 pieces to a set.) 


Also (Optional) send us 




















. = —_ — ~ ——————— —_ : 
Copyright 1939, National Council for the Promotion of Father's Day 


TOTAL 


TRADE PUBLICATIONS 


Bert Bacharach 

Men’s Apparel Reporter 
E. Fairchild 

Fairchild Publications 


per set 


wee 


ASSOCIATIONS 


R. Palmer ron is jae 

. 5 Nat’ ographic Dealers Assn 

Cluett Peabody & Co., Ine Nat’l Chain Drug Store Assn. 

SPORTING AND ATH- The U. 8S. Jr. Chamber of Com 
LETIC GOODS 


— 


3 colors, size 


merce 
L. B. Ieceley Nat’l Assn. of Greeting Card 
Wilson Sporting Goods Co. ‘ers. 
Pajama Guild 


TOBACCO Nat'l Shoe Retailers Assn 
William A. Hollingsworth Nat’! Stationers Assn 
Retail Tobacco Dealers of 
CANADA 


America, Inc. 
Joseph Kolodny Geo. 8S. Hughman 
National ‘Association of Tobacco Deminion Secretary Retail Mer- 
chants Assn. of Canada 


Distributors, Ine, 





Thousand Package Stickers, in 
2x3, at $2.00 per M. 


Enclosed is check Money Order for $ 
NAME 

ADDRESS 

ATTENTION OF 














NATIONAL COUNCIL FOR THE PROMOTION OF FATHER’S DAY 
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, LAMSON PRODUCTS 


Mo $7 @ Time was when a dealer almost reluctantly admitted that he 
“kept bolts and nuts, and took the customer ‘way back in the store, 


CO M Pl ETE LINE where in the darkest corner, the stock was kept. Bringing bolts and 


nuts out into the light, where they can be seen, suggests their pur- 


chase by reminding customers that you se// them. That is particularly 
OF Bol T AND NUT true of LAMSON bolts and nuts in their attractive packages with the all- 


PRO D UCTS IN over pictured pattern that distinguishes them. Put LAMSON products in 


sight—where they can be seen—and where they can sell themselves. 


AMERICA! Your Jobber stocks the LAMSON Line! 
THE LAMSON & SESSIONS COMPANY, Cleveland, Ohio 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


i: ee SESSIONS 


a Te Sl wl eee ee Sl ele lh ST TEBE RS 5© « €-A P eS. Fz 

















NOW IS THE TIME FOR PROFIT 
WITH TENSO TIE-OUT CHAIN 


@ Tenso Tie-Out or Picket Chains sell fast in the 
springtime. That’s good reason for you to put out 
















a display of these popular chains where your 


customers can see them—and to suggest them as 
timely purchases. You will be more than repaid in 
sales for the little effort this costs you. 

@ This is also the time in which to make profit- 
able sales of Tenso Porch Swing Chains, 
No. 2-0 Tenso Well and Swing Chains, 
ACCO Anti-Cow Kickers, ACCO No. 8 
Sash Chain, Tenso Dog and Halter 
Chains, El-Wel-Tra Trace Chains, 

Weed Bull Farm Tractor Chains. 


AMERICAN CHAIN DIVISION 
BRIDGEPORT, CONNECTICUT 








AMERICAN CHAIN & CABLE COMPANY, Inc. 












AMERICAN CHAIN DIVISION © AMERICAN CABLE DIVISION © ANDREW C. CAMPBELL DIVISION @ FORD CHAIN BLOCK DIVISION © HAZARD WIRE ROPE 
DIVISION © HIGHLAND IRON AND STEEL DIVISION # MANLEY MANUFACTURING DIVISION @ OWEN SILENT SPRING COMPANY, INC. @ PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION @ READING STEEL CASTING DIVISION # WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 
) CHAIN COMPANY, LTD. © IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. © THE PARSONS CHAIN COMPANY, LTD. ¢ In Business for Your Safety 
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HIBBARD’S DEALER AD SERVICE 
ATTRACTS WOMEN CUSTOMERS 


Because Backed by 
Timely Merchandising Ideas 


@ Hipparv’s Jaue Value av SER- 
VICE isn’t just another ad service. 
It is a planned series which enables 
dealers to compete successfully 
with chain and department store 
advertising because it is based on 
offering the right rherchandise— 
in the right way—at the right time 
—at the right price. 


True Value Dealers receive, dur- 
ing the year, mats of 104 expertly 
designed ads, each featuring both 
timely bargain leaders and sea- 
sonal items for profit building. 
Special mats are also furnished to 
support the Five Major Storewide 
Sales Events which are an impor- 
tant part of Hibbard’s 8-Point 
Promotion Program. 













But this year-round ad service 
is but a part of a complete plan 
of service to dealers. This well- 
rounded service starts with the 
proper selection and pricing of 
merchandise, and ends with the 
development of eye-catching win- 
dow displays to feature it, and the 
designing of convenient and at- 
tractive store fixtures to present 
and sell it. 

Nowhere else will the hardware 
retailer find so complete, well- 
rounded a plan to help him build 
a volume business. Jrue Value 
8-Point Service is truly a triple 
service—a merchandise plan, a 
layout plan, a promotion plan 
—all knit closely together. ASK 
OUR SALESMAN FOR DETAILS. 


SPENCER, BARTLETT & (0. 


NORTH 


WATER ST. 
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Informal Editorial Comments 





Building: 


Figures recently released for 
January-February, 1939, indicate 
that the value of residential build- 
ing permits are up 20 per cent. 
This encouraging sign is widely 
hailed as the forerunner not only 
of improved sales for builders’ 
hardware and related building 
supplies but also as an indication 
that the general housefurnishings 
volume will increase. In many 
parts of the country increased 
home building is very apparent. 
Obviously much of this construc- 
tion work is FHA financed, which 
means that standards and specifi- 
cations are rigid for electrical 
work and equipment, grade of 
lumber used, grade of paint and 
number of coats, grade of roofing, 
plumbing installation—in fact for 
about everything that goes in or 
on the house except the hardware. 
This means that unless hardware 
distributors do a_ better selling 
job, many of these new homes will 
have inferior hardware that can- 
not give satisfactory service nor 
particularly good value to the con- 
sumers and will hardly bring in 
any net profit to the sellers. From 
information at hand it would ap- 
pear a long drawn and difficult 
battle to get widespread or official 
FHA appreciation of the impor- 
tance of using only better grade 
hardware, and so individual ef- 
forts toward this goal must fill the 
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breach. Attempts to get action on 
hardware specifications through 
FHA headquarters at Washington 
are quite disappointing. One of- 
ficial, whose letter is in my desk, 
writes in part on this general sub- 
ject, “. . . where replacement is a 
comparatively simple matter, we 
are more lenient in our require- 
ments. We do require bronze or 
brass hardware where it is ex- 
posed to the elements, but for in- 
terior hardware we feel it would 
be an unnecessary expense to de- 
mand solid bronze or brass.” 


“The Elements” :— 


It is my observation that FHA 
homes usually have good hard- 
ware on the front door but that 
inferior and unsatisfactory hard- 
ware is too often used on the rear 
and side doors—also for casement 
windows. And I submit that rear 
and side door hardware is just as 
much “exposed to the elements” 
as is the hardware on the front 
door. And that casement hard- 
ware, if the windows are ever 
open, also gets some exposure to 
“the elements.” Also I believe it 
is just as “simple to replace” 
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EDITOR, HARDWARE AGE 


paint by repainting as it is to re- 
place hardware. In fact, there is 
much more repainting done every 
year than there is replacement of 
hardware. As hardware men sell 
both paint and hardware, this 
complaint is not born merely of 
prejudice. Good paint, good 
plumbing, good electrical equip- 
ment, etc., is required to give the 
ultimate buyer better value and to 
help protect the mortgage invest- 
ment. Better grade hardware 
would also help protect that invest- 
ment and would enhance the value 
of the home and make it a hap- 


- pier place in which to live. The 


National Contract Hardware As- 
sociation is fighting this battle all 
the time and merits the complete 
support of every hardware pro- 
ducer and seller. A consistent and 
widespread selling and fighting 
campaign to improve hardware 
specifications through FHA will 
bear fruit and will be a service to 
your community. Sell this idea to 
your local FHA officials and in all 
your contacts with banks, builders 
and others involved in FHA local 
work spread the gospel of better 
grade hardware to provide better 
value and greater satisfaction as a 
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THAT BUILDS BUSINESS 


Ask your builder customers how 
they would like to save two hours’ 
labor in installing each dozen lock- 
sets. Then show them the modern 
Bor-in latch which can be applied 
in less than one-quarter of the time 
required for ordinary locks. 


There is good profit for you—and 
greater satisfaction for all your cus- 
tomers—in this well-made latch by 
Lockwood. It is high quality through- 
out, with interior parts of forged 
brass. It is ideal for all interior 
doors, and is furnished with a neatly 
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contrived locking ,device for doors 
that must be locked. It may be 
used with metal or glass knobs—or 
best of all, with Lockwood’s beauti- 
ful Patrician knobs in colorful plas- 
tics to match all decorative schemes. 


Dealers are finding new opportun- 
ities for sales and profit in the new 
Lockwood line of builders’ hardware. 
Let us send you full information. 


The Patrician Line means knobs 
of durable plastic material in seven 
tasteful colors. 








Each of these names 
presents an outstand- 
ing Lockwood develop- 
ment or improvement 


in builders’ hardware 
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Lockwood Hardware Mfg. Co. 


Division of Independent Lock Co. Fitchburg, Massachusetts 
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further protection to mortgage in- 


_yestments. It can be done and will 


be done if enough hardware men 
get behind the program. 


Thrice W elcome :— 


Welcome, thrice welcome to our 
“public servants” on Federal and 
State payrolls. They are now one 
of us. The U. S. Supreme Court 
has given these neglected people 
the privilege of paying State and 
Federal income taxes out of the 
Federal and State government in- 
comes they receive from our tax 
monies. This should be welcome 
news to tax-weary business men 
and will represent a substantial 
revenue running into millions of 
dollars. It is reported that the 
President himself will pay a New 
York State income tax of $5,500, 
which is more gross income than 
is enjoyed by the biggest part of 
privately-employed citizens who 
have been paying income taxes 
these many years. One estimate 
places the extra income tax 
revenue from public office-holders 
at more than $15,000,000. In 
these days of billion dollar ap- 
propriations and a proposed na- 
tional debt of 45 billions, a mere 
15 millions seems like small 
change. 


A Billion :=— 
What is a billion dollars? Have 


you any idea? Have you any 
gage that makes a billion dollars 
a precise, appreciable or under- 
standable amount of money? 
Maurice Sherman, editor, The 
Hartford Courant (Conn.) tells 
us that if you were to spend one 
dollar per minute it would take 
1900 years to spend a billion dol- 
lars or that if you started in the 
year 800 B.C. with a billion dol- 
lars and were to spend a thousand 
dollars per day, you would have 
had left on Jan. 1, 1939, more 
than one million dollars. Yet it 
takes one billion dollars per year 
for the U. S. A. to carry its debt 
load. 


Tydings-Miller Repeal :— 


There is, currently, active agita- 
tion to repeal the Tydings-Miller 
Law. Chain stores, department 
stores, mail order firms and other 
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well-organized competitors of in- 
dependent merchants have always 
opposed this measure; have 
fought the fair-trade laws of 44 
states and have generally been 
against all forms of legislative 
regulation that would curtail their 
unearned advantages. These forces 
are now combining to repeal the 
Tydings-Miller Law and are re- 
ported to be receiving an attentive 
ear in official Washington. Some 
seasoned observers hint that its 
repeal is likely. This law has never 
had whole-hearted Administration 
support and was signed by the 
President only because it was a 
“rider” on a very necessary Dis- 
trict of Columbia fiscal measure. 
If the Tydings-Miller Law is to 
stay on the books, independent re- 
tailers and wholesalers will have 
to take an aggressive stand, advis- 
ing their representatives in both 
houses of Congress that they want 
the Tydings-Miller Law continued. 
Without this Federal enabling act, 
state fair-trade laws would be 
almost worthless as they could not 
function on; an interstate basis. 
Without this law, the whole fair- 
trade program would face col- 
lapse and would be too compli- 
cated for any practical use. Every 
manufacturer wishing to establish 
resale prices would have to set 
up some special arrangement in 
each of the 44 states which have 
such legislation, possibly in some 
states he would actually have to 
establish a local (state) corpora- 
tion. Such a development would 
be a terrific set-back for the prog- 
ress of fair-trade legislation and 








would put to naught the present 
meagre but highly desirable fruits 
of a long-drawn and hard-fought 
victory. You want fair-trade con- 
tinued. Tell your Congressmen 
immediately and save the T ydings- 
Miller Law from repeal! 


School Days :— 


Last month in Minneapolis | 
attended a retail selling school 
comprised of 15 young men who 
work in retail hardware stores in 
the Twin Cities. They attend these 
retail selling classes every Monday 
night and for two hours take in- 
struction in better selling methods. 
After brief lectures by A. J. Luther 
of A. J. Luther & Co., these stu- 
dents put on their own demonstra- 
tions of selling and then criticize 
each other’s technique This high- 
ly constructive work is being done 
under the sponsorship of the Min- 
nesota Retail Hardware Associa- 
tion with funds provided, in equal 
parts, by the State and Federal 
Governments under the provisions 
of the George-Deen Law. Mr. 
Luther is conducting similar 
classes at several state hardware 
conventions this year in the hope 
of stimulating interest in more of 
these retail selling schools for the 
hardware field. This activity 
should have every encouragement 
for, if there is to continue a 
healthy and profitable retail hard- 
ware field, the younger men must 
be trained to properly meet the 
current requirements of modern 
retailing imposed by the keen com- 
petition pf the present day. 








Don’t Talk War, Politics, 


’M telling my men this—Don’t 

talk war, politics or religion- 
talk Sales. Keep smiling. Pray 
daily that your sense of humor 
may not go back on you. Increase 
your daily investment in fellow- 
ship. Remember that animation, 
good cheer, and enthusiasm are 
very practical and tangible assets 
of modern business. 

And, put your personality into 
your business! Don’t have a busi- 
ness just like the other fellow. 
Don’t do things just like he does, 
and just like you yourself have 


Religion—Talk Sales! 


always done! Your best chance 
to progress is to get your business 
out of the rut, and your best 
method of doing that is to put 
your personality behind it. Make 
it a personality business. See what 
you’ve got! Put it to work! 

And I’m telling them also that 
the Five Good Commandments of 
Selling are: “Be Square—Be Fair 
—Be Courteous—Be Considerate 
—Be Kindly.” 

Tuos. M. ANDERSON 
Sales Manager, Riverside 
Mills, Augusta, Ga. 
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HE first rule of procedure 

for factory hardware is to 

use heavy, strong and sim- 

ple operating material. It must be 

rugged in order to stand the 
strain. 

Of course, there probably will 
be office doors and lavatories in 
factory buildings and on these 
places you must follow the les- 
sons you have earlier learned as 
to proper hardware trim for these 
types of openings. Hardware for 
factories, except for office and lav- 
atories, is usually of galvanized, 
japanned or plain steel. Regular 
hardware finishes, such as we 
have discussed before, would not 
be suitable for this kind of build- 
ing. 

There are frequently many slid- 
ing doors in a factory and, when- 
ever this is the case, all the knowl- 
edge you gained in Chapter 31 of 







Fig. 1—Hanger for sliding 
door — 2000 Ib. capacity. 


tee 


By ADON H. BROWNELL 


Chapter 48—Advanced Course 


Factory Hardware 


the Intermediate Course will stand 
you in good stead. However, you 
may find that you will need even 
heavier hangers than the ones pre- 
viously described. Fig. 1 shows a 
hanger of a larger size than any 
we discussed in Chapter 31. It is 
used with a 13-gage track and is 


HE 





same factory. Fig. 2 shows a car- 
rier of this type with a capacity 
up to 3000 lb. These can be used 
in both straight and curved track. 
Carrying systems are frequently 
quite complicated and if you have 
any specified I would suggest tak- 
ing the matter up with your source 





Fig. 2—Carrier equipment—3000 lb. capacity. 


capable of handling doors up to 
2000 Ib. 

Naturally, the same _instruc- 
tions called for in Chapter 31 re- 
garding brackets, guides, pulls, 
etc., will also apply on this type. 

Track and carriers of various 
loads, used as labor-saving equip- 
ment, may be also required in the 





Fig. 3—Heavy surface hinge for factory building. 


of supply before figuring jobs. 

In factory work you will also 
find many large hinged doors. 
Regular butts would never hold 
them up against the heavy use to 
which they are subjected. Here 
again it is important to know the 
weight of the door and to follow 
factory suggestions. 
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A hinge, generally called a ga- 
rage hinge and shown in Fig. 3. 
may be just what you need. It is 
made in several lengths from 12 
to 36 in. You may need even more 
substantial hinges, particularly 
when methods of fastening them 
to the wall, such as are shown in 
Fig. 4, are used. Here the hinge 
is bolted clear through the wall. 
This is called a pintle hinge. 

The pintle can be made for 
wood, brick or concrete jambs. It 
can be made for doors that are 
flush with the wall, as is the case 
illustrated by Fig. 4, or it can be 
furnished for overlap doors as 
required. Better send a detail to 
the factory showing exact condi- 
tions when ordering. 

The strap part of the hinge ap- 
plied to the door itself may be of 
any desired length and this strap 
should also be bolted through the 

.door. You cannot be too careful 
in making it a strong, sturdy job. 

Fig. 5 shows another extra 
heavy type of warehouse hinge 


Fig. 5—Extra heavy 


warehouse hinge. 
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Machine Bolt 





Fig. 4—Pintle 
hinge bolted 
through wall. 
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and is made in sizes from 24 to 
18 in. Fig. 6 is still another strap 
hinge. This time you will note 
from the illustration that it is ball- 
bearing. 

Frequently you will find that 
these large factory doors are in 
pairs and this means that bolts 
must be used on one leaf to fasten 
the door. It may be wise to fur- 
nish a heavy spring bolt such as 
is shown in Fig. 7. These are 
made in lengths from 6 to 36 in., 
so if the door is a high one be sure 
and furnish the proper length. 

Another popular bolt is shown 
in Fig. 8. This comes in lengths 
up to 10 in. and a foot bolt of 
similar design is made to match 
it. However, I prefer to use a 






Fig. 6—Heavy ball bearing 
strap hinge. 


heavy cane bolt for the bottom. 
Fig. 9 illustrates this type of bolt. 

In many cases it is necessary to 
lock these big doors and Fig. 10 
shows a rugged store door cylin- 
der handle set made especially for 
this sort of work. At other times 
a separate cylinder latch on the 
order of Fig. 11 is specified. 

Doors that do not need to be 
locked, and for that matter many 
doors that are locked (usually 
with padlocks), will take a very 
heavy thumb latch trim such as is 
shown in Fig. 12. Sometimes a 
plate is required on one side or 
on both sides as is illustrated in 
Fig. 12. 

Factory doors are not always 
large, but even on smaller doors 
I would follow the same general 
practice used for the large ones. 
In other words, just use lighter 
and smaller hardware of the same 
type that is used on the large 
doors. 

Frequently a mortise — latch, 
shown in Fig. 13. will be used on 


Fig. 7—Extra 
heavy spring 
bolt. 





Fig. 8 
Extra 
heavy 
chain 
bolt. 
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Left, Fig. 9—Heavy cane bolt. Right. 
Fig. 10—Heavy japanned mill door 
handle set. 


these smaller doors or perhaps a 
rim latch like Fig. 14. Note on 
this illustration how the handle is 
bolted clear through the door. 
Probably there will be not so 


many door closers required on 
these types of buildings but cer- 
tainly the entrance doors used by 
the employees, the office and lava- 
tory doors should be so equipped. 

There are many fire doors and 


fire shutters in factories. In al- 
most every case tin-clad fire doors 
and shutters are furnished com- 
plete with all necessary hardware, 
so I am not going to take you 
into any extended study of that 
subject in this course. 

Certainly in all the larger cities 
there are many concerns special- 
izing in fire door equipment which 
includes the doors, shutters and 
complete hardware. If the student 
of this course happens to be in a 
smaller town where the hardware 
store may be an agent for one of 
the fire door manufacturers he 
can undoubtedly get all the neces- 


Fig. 1l1—Heavy double throw 
lock bolt. 


Fig. 12—Extra heavy thumb 
latch for factory doors. 


sary information from that manu- 
facturer. 

Just this about fire door hard- 
ware—if you do have to figure 
any, be very cautious and know 
exactly what is required. Fig. 15 
shows a sliding door and Fig. 16 
a pair of hinged doors. Just from 
these illustrations of only two of 
dozens of kinds of fire doors you 
can get the idea that this type of 
hardware is something else again 
and would require a chapter or 
two to cover it in only sketchy 
fashion. This being the case, we 
will omit it. Follow it through for 
yourself in a study of your manu- 
facturer’s catalog. Most of us. 
however, have little use for the 
knowledge if it is gained. 

There is little cupboard hard- 


Fig. 13—Mortise handle latch 
for factory doors. 


Fig. 14—Rim handle latch 
for factory doors. 


ware in most factories and usually 
no window hardware. The win- 
dows are of steel and come 
equipped with hardware. 

Somewhere I have read that if 
you would have people think you 
are young don’t reminisce. I have, 
perhaps on too many occasions, 
referred to personal experiences 
of the past and therefore may be 
accused of being old. Let me as- 
sure, however, I mention my per- 
sonal experiences only in order to 
illustrate actual experiences in 
order to bear out a point. 

Here’s another experience | 
want to use for the purpose of 
pointing out the changes in build- 
ing practice. I well remember 
how it used to be necessary to 
climb around factory roofs to 
measure the skylight operating 
devices on the wood sash which 
was used at that time. Let me tell 
you you have to be young to do 
that without breaking your neck. 

Sash-operating devices for wood 
sash are not nearly as important 
in our industry as they used to be 

(Continued on page 98) 


Fig. 15—Single incline 
sliding fire door. 
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The Dealer's Responsibility 
to the Wholesaler 


He doesn’t have any unless his wholesaler works 
with and not against him. Rigid selling policies 
of wholesalers hard to maintain because retail 
hardware man and not the industrial customer 1s 
the worst offender in the effort to obtain “at 
wholesale” goods not stocked nor normally handled 


dropping the name “manu- 

facturer” from the title of the 
topic as originally assigned to me 
because I am a firm believer that 
so far as hardware lines are con- 
cerned, the manufacturer should 
serve the retailer through the 
wholesaler; therefore, it has no 
place in the phase of distribution 
I am going to discuss. 

Now as toe “The Dealer’s Re- 
sponsibility to the Wholesaler,” 
—very frankly I do not think he 
has any—unless that wholesaler 
works with and not against the 
dealer. 

It seems to me that before we 
delve very far into this subject, it 


| HAVE taken the liberty of 





*An address before the Intermountain 
Hardware and Implement Association, 
Boise, Idaho, Feb. 3, 1939. 
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By CuHares L. WHEELER* 


President, 
Salt Lake Hardware Co., 
Salt Lake City, Utah 


would be well to pause a moment 
and define a “wholesaler” and a 
“retailer,” for they are two dis- 
tinctly different units in the dis- 
tribution of hardware and, while 
they are in a sense inseparable, 
yet they are not one. 

A “wholesaler” is one organized 
to serve the retail trade; to help 
the retailer solve his problems and 
cater to his legitimate needs. A 
“retailer” is one who serves the 
consuming public by attracting 
consumers from all avenues of 
commerce and rendering them a 
service so wide and all embracing 
that they will feel no urge to shop 
elsewhere for their needs. When 
a wholesaler starts attracting trade 
through his retail division, he in- 
vites many wholesale abuses which 
are distasteful to the independent 
retailer. 


Having spent the first sever 
vears of my hardware career in 
strictly retail hardware _ stores, 
then 12 years in a combination 
wholesale and retail organization 
and the rest of my life in a strictly 
wholesale house, I am in a posi- 
tion to speak authoritatively on 
this subject and I say, without 
fear of successful contradiction, 
that no institution can carry water 
on both shoulders under the guise 
of “wholesale and retail” and do 
either job well. 

If men could only control that 
human characteristic of self-pres- 
ervation, there is no apparent rea- 
son why the two should not work 
satisfactorily together. But men 
are human beings and what whole- 
saler, with a retail division, can 
possibly be impartial to his own 
retail outlet, to the direct detri- 
ment of that wholesaler’s other re- 
tail customers? Even the Federal 
Government recognized this hu- 





“If the hardware business is to be saved for the hardware man, 
we must do more than sympathize with each other. We whole- 
salers must accept our responsibility as the dealer’s strong arm 
and the dealer in turn must accept his responsibility and co- 
operate with the wholesaler who is equipped to do those things 
for him which he cannot do for himself. Working intelligent- 
ly, each accepting his share of the responsibility, we have noth- 


ing to fear.” 




















man weakness and has placed cor- 
rective measures on our statutes 
in the form of the Robinson-Pat- 
man Bill and other restrictive 
laws. 

Like any other subject, there is 
something to be said in favor of 
this dual operation for, surely, the 
retail experience gained, if proper- 
ly used, should serve as a labora- 
tory to test out retail sales plans 
which, if successful, could be 
passed on to other retailers. In 
this enlightened age, however, no 
such laboratory is necessary be- 
cause we are already in the midst 
of the most elaborate laboratory 
known to the human race — the 
modern chain store. 

While on the subject, I cannot 
refrain from discussing another 
type of wholesaler who may or 
may not have a retail department 
but who does not merit the deal- 
er’s confidence or cooperation. I 
refer to the wholesaler who has 
no policy and who, as a result, 
sells at wholesale prices all right, 
but sells at those prices to all who 
enter his doors. Here, truly, is 
the worst offender of them all. Not 
for the purpose of advertising my 
own company’s policy, but as a 
guide to some other wholesalers 
who may honestly and sincerely 
want to correct this vicious prac- 
tice (which I choose to call “boot- 
legging”) and may not know how 
it can be done, I am going to read 
you the “Declaration of Sales Poli- 
cy” which appears in every cata- 
log issued by our company. 


“Declaration of 
Sales Policy” 


“It has been the privilege of 
The Salt Lake Hardware Com- 
pany over a long period of years 
to serve a wide variety of types 
and kinds of retailer dealers, in- 
dustrial, mining and mill supply 
accounts in the Intermountain ter- 
ritory. Because of the many and 
varied classifications of our ac- 
counts, we deem it advisable to 
clearly define our sales policy so 
that all of our customers may fully 
understand our position in the 
wholesale distribution field. 

“Our customers may be proper- 
ly classified under two general 
headings, as follows: 

“(a) Retail dealers, who buy 
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merchandise for resale and who 
maintain a stock sufficient to serve 
the needs of their community and 
who sell at retail to the general 
public. (b) Industrial, mining 
and mill supply accounts, which 
are divided into two types or 
groups. 

“First—those who purchase for 
maintenance of their plants or 
properties. 

“Second — those who use our 
supplies and equipment in the 
manufacture, fabrication or as- 
sembly of other products. 

“In our dealers’ division we 
serve 23 distinctly different types 
of retailers. It is obvious, there- 
fore, that we must pursue definite 
sales policies which are fair to 
each classification, in order to 
market our various lines throught 
their proper trade channels. 

“For example, tires, batteries 
and general automotive lines are 
properly sold through automotive 
accounts, but under our policy it 
is not permissible to sell this type 
of account such items as silver- 
ware, cutlery, glassware or other 
lines which are foreign to the 
automotive trade. On the other 
hand, our policy does not permit 
us to sell tires, batteries, etc., to 
dealers who are not regularly en- 
gaged in the sale of such merchan- 
dise. , 

“Our lines have been selected 
for the purpose of serving many 
distinctly different types and kinds 
of trade and, in fairness to all of 
our valued customers, we have 
adopted a policy of distributing 
our various lines, through their 
logical trade channels. 

“Industrial, mine and mill sup- 
ply accounts, including mines, fac- 
tories, fabricators, railroads, Gov- 
ernment agencies and others which 
are recognized by all distributors 
of mill supplies as legitimate 
wholesale accounts, are invited to 
avail themselves of our complete 
mill supply stocks and our special- 
ized sales and engineering service. 

“Some of our customers who 
are not entirely familiar with our 
problems may feel that because 
they buy generously from us in 
certain departments, they should, 
as a personal favor, be privileged 
to buy anything we catalog—par- 
ticularly for their personal use. 
We are sure that such customers 





will gladly cooperate with us 
when our policy is fully under- 
stood. 

“Our sales policy is eminently 
fair to all of our many types and 
classifications of customers be- 
cause it is applied impartially, 
without fear or favor. 

“Our representatives are not 
permitted to deviate from this 
policy and we solicit the coopera- 
tion of our hundreds of loyal cus- 
tomers in making this policy ef- 
fective. 

“We sincerely appreciate the 
business with which we are being 
favored by each and every classi- 
fication of customers and will con- 
tinually strive to merit an ever- 
increasing share of their business 
through the high character of 
helpful service which we a-e quali- 
fied to render.” 


Courage Essential 


This formula works beautiiully, 
if properly administered—but let 
me tell you that the one important 
and indispensable ingredient that 
isn’t mentioned is “courage.” 

It takes a whale of a lot of 
courage to say to a man who has 
walked into your place of b tsiness 
with dollars in iiis pockei, or 
equally good credit, with his mind 
made up to buy something that 
he knows vou have in stock, that 
you cannot serve him except 
through a legitimate dealer. Be- 
lieve it or not, the one type of 
customer who is the worst offender 
is not the industrial account or 
the occasional buyer, as you may 
suspect. The facts are it is the 
hardware retailer who makes this 
policy hardest for the wholesaler 
to live up to. 

The average dealer has been 
browbeating his wholesaler so 
long with threats of giving his 
business to some other wholesaler. 
that the wholesaler is afraid he 
will lose some orders and until 
such time as wholesalers have 
enough courage to adopt and 
rigidly maintain the “wholesaler- 
retailer” policy, without fear or 
favor, I don’t think they have any 
right to ask for or expect the re- 
tailer’s support. 

Wholesalers and retailers must 
work together or neither can hope 

(Continued on page 132) 
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The farmer has been well sold on modern equipment 


for his farm, but there has been a woeful absence 
of aggressive selling of equipment for his home. 
The opportunity to sell modern home conveniences 
is not limited to areas served by electric power. 


UCH has been said and 
M written about the prog- 
ress of rural electrifica- 
tion, but the fact remains that only 
one out of every six farm homes 
can boast of electricity. To the 
remaining five, or a total of some 
5,500,000 homes. electrification is 
still within the realms of Utopia 
—and must remain so for at 
least another decade. 
If the same progress is main- 
tained in the future, as at present 
and this seems doubtful—20 
years from now, only one-half of 
the farms in the country will have 
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electricity. Right now 5,000,000 
or more farm homes have definite 
needs and wants and some billions 
of dollars in purchasing power. 
The 1939 farm income was $8.- 
521,000,000. 

Radio and press have taken up 
the loose ends of isolated existence. 
The number of farms beyond the 
reach of either is negligible. Mrs. 
Farmer knows all about electric 
refrigeration, washing machines. 
ironers, vacuum cleaners, even if 
she thinks she can’t have them. 
Mr. Farmer has a pretty good idea 
of how he could put the power 





lines to work for him—if he could 
get them out his way. But he 
can’t and won't get electricity for 
some years to come, in many areas. 

Yet here are these billions of 
dollars waiting to be spent. On 
the other side of the fence is Mr. 
Hardware Dealer who is or can 
put himself in a position to feed in 
those green pastures. But to do 
so. he must go beyond the high 
power line. He must gear his 
sales organization for that huge 
undeveloped market. 

The market—the farmer in per- 
son—may go to town to buy. For 
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(Courtesy of Perfection Stove Co.) 


Beyond power lines the farm homemaker’s work is made easy with a 
gasoline engine-powered washer and kerosene-burning water heater. 


the dealer, that is only a job half 
done. He must go out and demon- 
strate and by demonstration, sell. 

By mail, phone, and in person, 
the dealer or his salesmen must 
reach all farmis in his trading area, 
whether on the back roads or the 
main highway. The dealer must 
meet the farmer on his own 
ground. Show him on his own 
farm and in his own home how 
he can obtain all the advantages 
of power without electric lines or 
expensive electric generating 
plants. Show him that gasoline 
or kerosene engine equipment 
serves as well as electricity. Show 
his wife that a gasoline-powered 
appliance will serve her as effi- 
ciently as an electric appliance. 

Don’t sit back to wait for the 
power lines to come to him. Go 
out and sell him gasoline or kero- 
sene power, which can make his 
farm and his home as modern a 
unit as any that are served by elec- 
tricity. 

As a case in point, let us look at 
power washing. Sell electric wash- 
ers to those farmers who have elec- 
tricity and then go out and sell gas 
washers to all others. Talk the 
advantages and economies of gaso- 
line-power washing. Explain that 
there is no essential difference be- 
tween the gas washers and the 
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electric models except the power 
units. 

Perhaps your farmer-prospect 
may attempt to ward off your sales 
talk by explaining he is waiting 
for the high power line so he can 
purchase electric equipment. If 
that is his reason for not buying 
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your washer, your sale is already 
half made if you will only recog- 
nize it. He has already admitted 
his desire for power washing. Now 
you must convince him there is no 
need for waiting. Explain to him 
that when electricity comes out his 
way, his gasoline power equipment 
will not become useless. Tell him 
he can get the gasoline-powered 
washer now and later very con- 
veniently and easily convert it into 
an electric washer for just the ad- 
ditional purchase of an electric 
motor, and in some cases a few 
fittings. Point out that the gaso- 
line engine needn’t be discarded 
because there are many odd jobs 
about the farm for which a power 
unit of this size and type is suited. 

There may be a few instances, 
when making change-over sales, 
where a small allowance must be 
made against the purchase price of 
the electric motor. Here the dealer 
can make an additional profit on 
the deal because there is a definite 
market for used, small gasoline 
or kerosene motors. This is par- 
ticularly true if the dealer has a 
service department and can do his 
own reconditioning in his spare 
time. 

These same points are true of re- 
frigeration and the same reasoning 
can be applied to selling gasoline 

(Continued on page 134) 





‘Courtesy of Perfection Stove Ca.) 


The refrigerator shown here uses the heat from kerosene burners 
which remain lighted only about twc hours for 24 hours’ continu- 
ous refrigeration. The oil range has oven burners mounted on a 
slide which can be drawn out for easy lighting and filling. This 
oven assembly, two burners and one-gallon fuel reservoir, can be 
used (with a folding stove frame supplied at small extra cost) as 
a separate stove for laundry, canning, dairy, etc. The three cooking 
top burners are served by a separate two-gallon reservoir and 


can be used while the auxiliary stove is being used elsewhere. 


HARDWARE AGE 


























































0g- 
tted 
low 
no 
nim 
his 
ent 
nim 
red 
on- 
nto 
ad- 
tric 
few 
iSO- 
ded 
obs 
wer 
ted. 
ces, 
les, 
be 
e of 
aler 

on 
nite 
line 
par- 
Sa 
his 


pare 


 re- 
ing 
line 








im 


led 


A e 
wy 


A | 


Getting Confidence 


In order to get acquainted with 
housewives and to sell them ap- 
pliances, an Illinois dealer rings 
doorbells and when a housewife 


IF [WERE YOU, MRS. BLACK 
1D BUY ONE OF THE 








answers, asks her if she has any 
appliance that needs repairing. 
Usually the question brings “yes” 
for an answer, and then the dealer 
gets into the house and makes the 
repair. A gas stove may need ad- 
justing, or a refrigerator belt is 
squeaky and this gives the dealer 
a good chance to observe what ap- 
pliances are in the house, their 
age, condition, etc. He is often in 
a position to make a sale and says 
this method of getting into a pros- 
pect’s home works almost every 
time. 


* * 


Movable Turntable 


An Indiana dealer has a small 
movable turntable containing a 
washing machine in his window. 
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Others have used them to advantage 


Why not try them in your own store? 


powered by a small electric motor. 
This revolving feature attracts the 
attention of many passersby who 
stop to watch the moving display. 
The dealer has several placards, 
containing selling copy, posted on 
the washer and these help to get 
the customer interested and bring 
her into the store. 


* *% * 


Postcards 


A merchant who during boom 
times did a lot of advertising, cut 
his appropriation heavily during 
the depression, and used penny 
postal cards almost exclusively, 
covering a wide area. He says he 
got a 10 per cent sales return on 
postcards sent out weekly, and 
that he won many new customers. 
One rule he observed when typing 
copy on these cards—never to put 
more than four lines of copy on a 
postal, and to make the copy 
snappy. It brought him many 
sales at low cost. 






1} DONT TALK 
MUCH BUT | 
GET THE 
BUSINESS 





Digging Up Prospects 
Desiring to sell more appli- 
ances, a Minnesota dealer made 
the acquaintance of all caretakers 
of private estates as well as chauf- 
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feurs. From these people, he ob- 
tained many tips on appliances 
that needed servicing, new appli- 
ances needed, whom to see, etc. 
This approach worked out very 
well for him, and resulted in his 
making many sales. The care- 
takers and chauffeurs, too, were 
flattered by his attention and went 
out of their way to cooperate 
with the dealer. 


os * * 





Swaps 


Persons wishing to sell or swap 
articles are permitted to advertise 
free of charge in a certain mer- 
chant’s weekly advertisement. In 
this manner the merchant’s ad fur- 
nishes a two-fold purpose. It at- 
tracts those to his place of busi- 
ness who wish to insert copy and 
also stimulates reader interest in 
the advertisements themselves. 
























By Roy F. SOULE 


ee IRES of unknown origin,” 
“murders by anonymous 
assassins” and “bankrupt- 
cy from undetermined causes” are 
every day news items that get the 
public goat. 

Privately, we may decide that 
insurance is the cause of the fires 
and that our parole system multi- 
plies murders but we have been 
loath to admit that the cause of 
some of the unexplained failures 
may be feminine. 

Now, before the Broom Brigade 
charges, let’s make it clear that 
stores that are helped greatly out- 
number those that are hurt by 
women. We are discussing sick 
stores. 

If the cause of a commercial 
malady happens to wear skirts. 
and is related by marriage to a 
store owner or to one of his clerks, 
she may easily mother a bankrupt- 
cy. And, strange as it may seem, 
good women probably cause more 
of these failures than do those who 
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Petticoat Insolvency 








Occurrences which culminate when 


the cause of a commercial malady 


happens to be a wearer of skirts 


are downright bad. The reason is 
that so many good women marry 
retail salesmen and every such man 
has two sales managers—one at 
the store and one at home. Thus 
a four-man store may have five 
sales managers. , 

If the one, who is known on 
Main Street as the head of the 
business, fails to realize that the 
other four are active he misses a 
bet that may land him and his 
business in plenty of trouble. A 
lot of those who have gone broke 
could have avoided such a catas- 
trophe had they conferred, indi- 









vidually. with the wives of their 
employees and then talked it over 
with their own better halves. 

Good salesmen are of the prima 
donna class. They are tempera- 
mental, high strung, acutely sensi- 
tive individuals. It is the work of 
a good sales manager to keep these 
human instruments in tune. If he 
succeeds in this the boys sell well. 
If he fails they go into a slump. 

How often a sales manager says 
—What’s the matter with Bill? 
He’s off his feed for some reason 
or other.” 

More truth than poetry—that. 







“It is the work 
of a good sales 
manager to keep 
these human in- 
struments con- 
stantly in tune.” 
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“Bill” frequently is actually “off 
his feed.” Some wives easily fall 
into the habit of lying in bed “next 
morning” whenever they have been 
out the “night before.” Then Bill 
gets his own breakfast, usually a 
cup of coffee and any little thing 
he can grab which doesn’t require 
cooking. At just that particular 
time when he most needs a care- 
fully prepared meal, he doesn’t 
get it. His selling that day isn’t 
so hot. 

When a healthy woman—mind 
that word healthy—gets into the 
regular habit of letting her hus- 
, band get his own breakfast she is 
5 doing a swell job of counteracting 
e the efforts of the sales manager at 
the store where her Bill works. 

But the loafing cook is a queen 
when compared with the wife 
whose yearning, for things she 
can’t have, gets the better of her. 
It may be a new hat, a fur coat, an 
automobile or just regular trips to 
the movies. At night she greets 
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hubby with the fervor of expectan- 
cy and she doesn’t acknowledge de- 
feat until he is leaving for work 
next morning. Then she says some- 
thing as cutting as she thinks the 
occasion demands. 

A super loyal man is always a 
potential sucker: the more fervent 
his loyalty, the more dependable a 
mark is he for those who profit by 
his known reactions. Sentimental 
n husbands are everyday targets in 
some families. Such a walking 
. “ bullseye frequently goes to work 
with vindictive oral darts sticking 
out all over him. His wife knows 
it will be a miserable day for him 
because she knows he is sincere, 
sensitive and extremely conscien- 
tious. His known mental reflexes 
: are used to torment him. 

What the peeved wife doesn’t 
seem to grasp is—that when a man 
starts flinching he ceases to be a 
master salesman. His self assur- 
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EDITOR’S NOTE: Several hundred wholesale hardware 
salesmen, picked at random from the more than 3000 who are 
regular readers of HARDWARE AGE, were invited to answer 
the question, “Why do retail hardware stores fail?” Their 
answers, based on their own first-hand experiences, are highly 
informative, interesting and a useful contribution to the study 
of hardware distribution problems and offer, in part, a solu- 
tion to one serious phase of the failure question. The fairly 
uniform opinion of these traveling men merits earnest con- 
sideration from all dealers, and emphasizes again not only 
their dependability, but their interest and cooperation in be- 
half of successful retail customers. The answers from these 
salesmen have been given to Roy F. Soule, who has been as- 
signed to write several articles based on these salesmen’s 
opinions. This he is doing in his own inimitable style. This is 
Mr. Soule’s seventh article on the subject. 








ance is shattered. He isn’t nearly 











woman hands it to them. Youth 
anticipates raises. Age apprehends 


of selling costs and it tempers his 
ideas of compensation. A woman 


pull in the store. 


wife may master 


minutes.” 


She hounds him to ask for a 


so apt to bring home the bacon raise—instead of helping him to 
when he starts for business with earn one. He asks and when the 
verbal fire crackers exploding in boss says “why?” he stammers his 
his ears. need of more money. He knows he 

A man’s pay check is, and should be giving reasons why he 
should be, a matter of importance deserves the raise but he has been 
to his wife. Some men bring it pushed into a tough spot and often 


home and hand it to the better- | he ends up by admitting that em- 


barrassing fact. Not all store own- 
ers recognize in such an occur- 
rence a contributing cause to bank- 
ruptcy. 

Now the wives of some retail 
salesmen can and do help their 


“She doesn't 
acknowledge de- 
feat until he is 


leaving for work men earn and get more money. 

the next morn- The secret of their success is so 
ing. ° ‘ : 

® simple that any interested wife 


may master it mentally in less than 
five minutes. Of course, knowing 
how and actually doing it are two 
very different things. To begin 
with, seeing such a campaign 
through requires the acknowledg- 
ment of a very few fundamental 
facts about the man and his work. 
First—Bill, as we shall continue to 


Some don’t—and the little 


The man knows something 


knows what it costs to run her Call him, is a salesman. Second— 
household and, sometimes, that bit- he earns all of his money by sell- 
ter knowledge puts temper into her ing. Third—if he wants to earn 
demands. Man knows the cost of | more money he must do more sell- 
his mistakes. Strangely, she who __ ing. 

knows the multiplicity of his er- Simple. isn’t it? 

rors at home, ignores the possibil- Some interested wives grasp 
ity of expensive boners he may these three elementary facts and 


they're off to the races. The urge 















interested 


secret in 
than five 








to help makes them quit the sales 
school before the diplomas are 
handed out. Men call it “going 
off half cocked.” 

A sprinkling of these impatient, 
volunteer husband-helpers succeed 
remarkably but most of them come 
quickly and painfully to a realiza- 
tion that selling isn’t a snap, that 
prospects peter out, that buyers 
are deceitful. When a friend who. 
at a bridge party, said she needed 
a new lawn mower, eventually 
bought it at the other store, the 
sales-inspired wife took offense. 
That sale had been practically 
promised to her Bill. Of course. 





Mrs. Bill was counting her chick- 
ens before they were hatched. In- 
stead of making a sale she lost a 
friend. She also made it a little 
tough for husband to sell the Mon- 
tagues for some time to come. If 
she had just brought Bill the tip 
that the Montagues were in the 
market for a lawn mower he would 
probably have cashed in on the 
information. The trouble with 
Bill’s fine little wife was—the urge 
to help was so insistent she actual- 
ly tried to complete her husband’s 
job. 

Such a common 
causes a lot of women to throw up 


experience 
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the sponge —they say, “never 
again.” They quit cold. Other 
more sturdy characters acknowl- 
edge their mistakes and go back to 
school. Eventually they learn, 
what the sales manager at the store 
has always known, that the last 
hour before Bill leaves in the 
morning is, from a business view- 
point, the most important part of 
the day and that hour is hers—all 
hers if she wants it. 

Most wives greet hubby with a 
kiss when he comes home at night. 
Few have ever analyzed that peck 
of affection. Occasionally one has 
acknowledged it to be essentially 
an expression of relief from lone- 
liness. She is so glad to see him 
because she has been so forsaken. 
Of course, Bill likes the osculatory 
greeting too, but he doesn’t need 
it as much then as he will in the 
morning. 

So, the wife, who knows her job 
and does it, gets up when or before 
her husband does and, from the 
time she slips on her attractive 
house coat until he leaves for busi- 
ness, is a bundle of considerate. 
purposeful inspiration. If he is a 
bit surly, she laughs. If he com- 
plains she cheerfully takes the 
blame. She even says, “I'll try to 
do better, dear.” She prepares 
what she knows he likes for break- 
fast. If the children interfere she 
tells them that the morning hour 
is Daddy’s hour. When she kisses 
him good bye and wishes him luck 
he knows she is working with him 
and he steps out full of what it 
takes to make sales. A wife, in 
that morning hour, can do more 
for a salesman husband than all 
the pep meetings ever devised by 
mortal man. 

Some sales managers know all 
this and go out of their way to 
drop a word of encouragement and 
appreciation to the salesman’s wife. 
Others know it and keep their 
mouths shut. They let the wives of 
other salesmen blunder around 
seeking the key to husband cooper- 
ation. Such a sales manager ought 
to be kicked, hard, just below the 
spot where his suspenders button 
in the back. 

But, the sales manager of the 
average distressed store doesn’t 
seem to know that intelligent wives 
may help him and that ignorant 
(Continued on page 132) 
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This c¢ oA 9) 
‘Tough” 


“Hard case” customers 
relent and pay up 
when this last 

resort letter 

arrives 1n 

the mail 


DWARD H. ELLIS, credit 
HK bureau manager and _at- 

torney of Boulder, Colo., 
has been unusually successful in 
collecting delinquent accounts for 
hardware stores from “tough” or 
incorrigible debtors with an origi- 
nal “34” letter. The figures in bold, 
large type appear in each corner 
of the standard letterhead on the 
printed form, with blanks for fill- 
ing in answers. 

Below, after blanks for name 
and address, the sheet is divided 
into two parts with perpendicular 
rules. On one side is a message 
to the debtor with the credit bu- 
reau man’s printed signature. The 
other side of the page and the back 
are for the delinquent’s reply. 
“34 of this sheet is for your re- 
ply,” is the way Mr. Ellis’s mes- 
sage begins. 

“Ordinary collection _ letters 
don’t work with these tough ac- 
counts,” Mr. Ellis explains. “Tt is 
necessary to shock the debtor into 
a new attitude and mood; to 
arouse his curiosity; to discuss the 
situation in a hard-boiled, realistic 
way. The % letter takes some of 
the antagonism out of him by list- 
ing defiant and humiliating re- 
sponses.” 

The bureau man tells the debtor, 
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Letter Collects 


ardware Accounts 


Here’s the letter 
that gets results 


in effect, not to reply, if he dis- 
putes the account or will not pay 
it; however, “If you have a good 
reason for your delay, now is the 
time to discuss it with me. Your 
Creditor is entitled to a Fair Deal 
from you. Don’t kid yourself that 
you can delay longer in talking 
to me. 

This is final notice before action 
is taken.” 

The replies on the opposite side 
of the page with spaces for check- 
ing include, “Please start Suit,” “I 
am too busy to Reply,” “I will not 
pay,” “I am judgment proof,” “I 
am on WPA or Gov't. Relief,” 
“This should be charged off to 
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Charity.” The final item for check- 
ing, is: 7 

“T dispute owing the account 
for the following reasons: 

“Remarks (Vivid and Potent)” 

There is considerable blank 
space for the “Remarks.” 

Mr. Ellis rates this letter “ex- 
cellent” because (1) it shocks to 
immediate payment, or the mak- 
ing of suitable arrangements, a 
percentage of debtors against 
whom, otherwise, suit would have 
to be brought, and (2) because it 
effects collection with a measur- 
able percentage of cases where the 
basis for successful legal action 
does not exist. 














‘Luis Hardware STORE 


OMEN do 85 per cent of 
the shopping in this coun- 
try and so hardware deal- 


ers, with the exception of those in 
strictly industrial areas, must oper- 


ate the kind of store that is at- 
tractive to women as well as men. 
How to attract women to a store 
and at the same time retain the 
masculine business constitutes a 





The gadget shop opposite the entrance to the homewares depart- 
ment features over 200 gadgets and was built by the staff of 
the store, only the panels on the wall being produced elsewhere. 
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The tabie at the left has a 
curved front and is_ striped 
in pastel shades. Artificial 
flowers and pottery at the 
right suggest related sales. 


problem. It is, however, a prob- 
blem that has been solved suc- 
cessfully by the Douglas Hard- 
ware Co., Janesville, Wis. 

This company has worked out 
a successful solution by means of 
a gradual plan of modernization 
which included the complete de- 
partmentalization of the entire 
store. Two years ago a “home- 
wares department,” as the Douglas 
housefurnishings and related de- 
partments are called, was installed 
on the second floor to further at- 
tract the feminine patronage. This 
homewares department is of un- 
usual design, and numbers among 
its outstanding features several 
display tables in pastel shades. 

Malcom Douglas, president, 
Douglas Hardware Co., comments 
upon the installation of this de- 
partment as follows: “One of our 
greatest weaknesses had been the 
lack of women customers. With 
this in mind, we started, two years 
ago, in a very small way what we 
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A more general view of the 
homewares department look- 
ing toward the .front of 
the store.’ The same table 
is shown in the foreground 


Second floor homewares department 


builds feminine business for the 
Douglas Hardware Co., Janesville, 
Wis., and is part of a “five-year 
plan” for complete modernization 


now consider to be a truly beau- 
tiful and outstanding homewares 
department. The women of our 
community have taken kindly to 
this department and its sales have 
been consistently upward. Today 
as many, if not more, women 
patronize this store than men. At 
Christmas time our homewares de- 
partment was second only to the 
toy department, a very good show- 
ing for a department that is but 
two years old. 

“At one time we felt that the 


hardware store was a store for 
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men only, as some consumers con- 
tinue to believe. By placing our 
homewares department on the sec- 
ond floor we’ve eliminated the ob- 
jections of men to the featuring of 
a wide variety of homewares. Men 
want to come into a store, make 
their purchases quickly and then 
get out. And men don’t like to 
have to go upstairs. Women, how- 
ever, do not mind going upstairs. 
When they do get into the home- 
wares department they want to 
browse around and take their 
time.” 






CATERS 7 ¢he LADIES 


Yomnen. 


MAKE 


$5 Per Cent 
of All Retail Purchases 


Taking a lead from so called 
specialty shops which cater to 
women, the store has its gadget 
table and dinnerware table fin- 
ished in a variety of pastel shades. 
The entire department is clean, 
well lighted and attractively paint- 
ed. Wide aisles give the ladies 
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plenty of room in which to 
“browse around” and there’s plen- 
ty of space between tables to per- 
mit easy access to all parts of the 
department. As women like to be 
able to pick up and thoroughly ex- 
amine merchandise everything but 
cutlery sets are on open displays. 
Only fancy knife and fork sets, 
etc., are shown in a glass case. 

“If you carry a good variety of 
merchandise and effectively dis- 
play it you can sell people on your 
store and on your merchandise,” 
says Mr. Douglas. “We concen- 
trate on quality lines and medium- 
priced goods, featuring standard 
brands wherever we can. When 
we offer competitively-priced lines, 
as traffic-builders, we display them 
on the main floor. A generous as- 
sortment of clean, well displayed 
stock featuring good quality mer- 
chandise at the right prices, plain- 
ly marked is an important fea- 
ture,” Mr. Douglas maintains. 

Although the illustrations in 
these pages, do not show any table 
settings the store uses such dis- 
plays to advantageously suggest 
sales of related merchandise. 
Tables with settings including 
tablecloths, knives, forks, spoons, 
complete dinnerware services, arti- 
ficial flowers and vases are used 
the year ’round, and are constant- 
ly changed. One woman on seeing 
one of these attractive settings in- 
sisted on buying the entire setup 
-- including the tablecloth and 
artificial flowers. Since that time 
a wide variety of artificial flowers 
has been placed on sale. The 
flowers are featured in different 
parts of the homewares depart- 
ment in order to add more of the 
feminine touch to the department 
and build extra sales. American- 
made merchandise is featured in 
this and other sections of the de- 
partment. 

Calls for wedding, anniversary, 
birthday and Christmas gifts and 
bridge party prizes are so great 
that the department features a 
wide variety of dinnerware, in- 
dividual pottery items, glassware 
and cooking utensils. Dinnerware 
is offered in two open stock pat- 
terns and complete sets of 32, 55 
and 100 pieces are displayed. 
Merchandise in this section and 
other sections featuring giftware 
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suggestions is wrapped in special 
gift packages on request. This is 
a service that strongly appeals to 
all women. 

Gadgets are another line of 
items used in making a strong bid 
for the gift trade. The “Gadget 
Shop,” built several months ago 
by members of the store staff, is 
finished in pastel shades and is 
illuminated by means of concealed 
lighting. There’s a counter with 
a large fluted front for displaying 
a wide variety of gadgets and the 
background, or wall display, has 
space in front of it large enough 
to permit a salesperson to stand 
behind the counter. Approx- 
imately 200 gadgets are shown in 
the “shop” at prices ranging from 
25 cents to $2, the average price 
being $1. A stock having retail 
value of $350 was turned over 
two-and-one-half times in the last 
six months of 1938 — a worth 
while volume for so small a space. 

The present homewares depart- 
ment, for which even further im- 
provements are being planned, 
was developed as part of a “five- 
year plan” of modernization. This 
improvement plan calling for com- 
plete departmentalization of the 
entire store divides the store into 


six units: hardware, — sporting 
goods (or men’s departments). 
homewares (or women’s depart- 
ment), year ‘round toy and out- 
door goods, sheet metal and the 
industrial, institutional and con- 
tractors’ department. During its 
peak months the homewares de- 
partment has accounted for as 
much as one-third of the store’s 
total volume proving the wisdom 
of setting up a section for women 
with a color scheme that is dis- 
tinctly feminine in appearance. 

“We style our store in advertise- 
ments, which appear three times a 
week, as a complete harware de- 
partment store, an idea that is 
workable in towns of 20,000 or 
more,” says Mr. Douglas. “Al- 
though we have gone a long way 
in our program we realize that it 
will be a long time before we can 
approach our ultimate objective.” 
A modern store front is being in- 
stalled by the company which will 
greatly supplement the moderniza- 
tion program that has been car- 
ried so far forward inside the 
store. 

Mr. Douglas is secretary-trea- 
surer and a director of the Wis- 
consin Retail Hardware Associa- 
tion. 


A Busy Dealer’s Nail “Picker-Upper” 


VERY hardware store utilizes 
some home-made devices or 
kinks in the conduct of its business. 
Here’s an idea recently received 
from Mobile, Ala., which should 
prove a boon to the man who hates 
to stoop and who is pressed for 
time. 
Frequently a dealer finds that 
each time he fills a nail order a 
few nails drop to the floor with the 


The nail “picker-upper” 


result that there is an accumulation 
of odd sizes reposing under foot. 
The dealer hasn’t time to sweep 
them up and return them to their 
proper kegs. And here’s where in- 
vention comes to his aid. Our in- 
formant states as follows: 


“Visit a second-hand automobile 
junk yard and look for an old 
Model-T Ford magneto. Then take 
a magnet (either V or U-shaped) 
from the magneto and attach it to a 
cane, lath or long piece of wood. 
Just lean this cane-magnet against 
one of the nail kegs or the nail bin. 
The first customer that sees it will 
start playing with it. He will in- 
variably pick up every nail from the 
floor and deposit them in their 
proper kegs. I know this nail 
‘picker-upper’ works because I know 
of one that has kept the floor of a 
certain hardware store clean for 
years. In fact I cleaned up all the 
nails myself while I was waiting 
for the buyer. It is the only one I 
have seen in the 30 states in which 
I have traveled.” 
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HARDWARE 
ge MEN'S HOBBIES 


“All work and no play makes Jack a dull boy”* 
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Helping the blind has been the chief leisure time activity of 
O. L. Schumann, proprietor, York-Colfax Hardware Co., Denver, 
Colo., and past president of the Mountain States Hardware and 
Implement Association. Many years ago he was appointed a 
member of a Lions Club committee on work for the blind. The 
plight of sightless folks so touched his heart that he became an 
ardent worker for them. Later he was made a member of the State 
Commission for the Blind, and has served on it for four years. Mr. 
Schumann is shown in front of the Adult Blind Home, a semi-char- 
itable private organization which takes care of about 30 blind 
people between the ages of 60 and 80. Under his capable direc- 
tion the Home, of which he is president, has become one of the 
best of its kind in the country. Mr. Schumann is also interested 
in Y.M.C.A. activities and has served on the board of the group in 
Denver and as director of Camp Chief Curay, a mountain summer 
camp for boys 
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* And hardware women have hobbies too. 


Adele Clausen, Clausen Hardware, 1814 Sidney 
Street, St. Louis, Mo., is not only a capable hard- 
ware store manager but an accomplished pianist. 
She manages the Clausen store, owned by her 
parents, and has complete charge of all buying. 
For the past 15 years she has been playing the 
piano for relaxation and for the entertainment of 
her friends. Although it was her original inten- 
tion to be either a concert pianist or a piano 
teacher she has devoted her business hours to 
the retail hardware business. Today playing the 
piano is her main hobby. 








ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 





| HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
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Sales of Tulip Bulbs 





Most of the sales of bulbs 
are made from the sidewalk 
and salespersons in Dutch 
costumes attract customers. 


ITH sales of tulip bulbs 
running up to around 
$200 on Saturdays and 


$100 on week-days during the six 
or eight-week season, the Van Der- 
voort Hardware Co., Lansing, 
Mich., has a striking promotion 
program. The Van Dervvort store 
is primarily devoted to hardware, 
but its bulb, seed, and shrub pro- 
motional programs sometimes steal 
the show. 

Here are the fundamental prin- 
ciples followed by A. D. Van Der- 
voort in his tulip promotions: 

l. Display the bulbs promi- 
nently outside the store on the 
sidewalk. 

2. Garb the salespersons de- 
voting their time to tulip sales in 
Dutch costumes. 

3. Use a window display which 
has a flash to it—not to attract 
the pedestrians, but to draw the 
attention of persons in passing 
cars. 

4. Build up the size of the unit 
sales by stressing collections. 

5. Have bulbs pre-sacked in 
order to save time. 

6. Keep a list of boys who can 
make tulip beds for people. 

7. Tie-in sales of such 
tional items as peat moss. 

Mr. Van Dervoort makes practi- 
cally all his tulip bulb sales from 
the sidewalk: Located on the cor- 
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ner of one of Lansing’s busiest 
streets and of a semi-busy street, 
the store has plenty of pedestrian 
trafic going by. The bulbs are 
placed in bins which have wheels, 
making it an easy matter to roll 
in and out of the store. The out- 
side display goes clear across the 
front of the store. There is no 
question about the efficacy of this 
type of display. Practically con- 
tinually there is a:group of people 
gathered about the bulbs. 


Costumes Aid Sales 


To add flash to the display, on 
Saturdays the two salespersons 
especially assigned to the tulip 
bulb sales wear colorful Dutch 
costumes. These costumes are au- 
thentic and were ordered from 
Holland. One of the salespersons 
is a woman, the other a young 
man. The latter also wears, on 
occasion, Dutch wooden shoes. 
This young man, himself speaks 
Dutch, talks right back to the per- 
sons who now and then think to 
make sport of him by shooting 
some Dutch phrases at him because 
of his costume. 





One main purpose of this bright 
Dutch clothing, declares Mr. Van- 
Dervoort, is to catch the attention 
of those who are passing by in 
autos and have no time to stop. 
Being impressed with the array, 
many of these individuals deter- 
mine to visit the store during the 
next few days. This particularly 
applies to the passersby on Satur- 
days. The volume of the week- 
day sales is built up through the 
flashy displays on Saturday. And 
it is only on Saturdays that the 
salespersons wear the Dutch garb. 

A brilliant window display, 
which inevitably accompanies the 
tulip season is also aimed at the 
car traffic. It consists mainly of 
a large, gorgeous background, 
with a slogan or two in big letters. 
Typical slogans are, “Plant Tulips 
Now!” and “Flowers Bring Joy.” 
A few small packages or dishes of 
bulbs are arranged near the front 
of the window. The background 
ordinarily features Dutch wind- 
mills and tulip beds. 

Collections of bulbs are featured 
in order to build up the average 
unit sale from 50 cents to around 
$1.50. Many of these collections 
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are pre-sacked, which both makes 
the building up of the sales easier 
and saves time. Without the pre- 
sacking, the housewife has a ten- 
dency to say, “Well, give me half 
a dozen of these, and half a dozen 
of those...” This tedious proc- 
ess takes many valuable minutes. 
Also, Mr. VanDervoort indicates, 
the housewife really is picking out 
the bulbs pretty much at random 
and frequently knows very little 
about tulip bulbs anyhow. 

The salespersons are trained not 
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This display was 
unusually effect- 
ive. The colorful 
background helped 
attract passersby. 


to be mere package-handers-out. 
Customers are asked what use they 
are planning to make of the bulbs. 

If the purchase is for a cemetery 
planting, then the salesman knows 
he should recommend a late vari- 
ety which will be in bloom around 
the time of Memorial Day; also 
that it should be a short-stemmed 
type, so that the wind will not 
blow the blooms around too badly. 
If the bulbs are for yard planting, 
then perhaps the customer can be 
sold enough for attractively plant- 













at the Van Dervoort Hardware Co., 
Lansing, Mich., on week-days during 
the season and on Saturdays they 
average $200. Attention - getting 
displays, novelty and service are 


the reasons behind these records 


ing the appropriate points around 
the entire yard. The salesperson 
points out that the purchase should 
include early, medium, and late 
blooming tulips. The longer 
stemmed varieties are recom- 
mended for the yards since they 
make the best show. 

Not infrequently, by the proper 
suggestions, a single sale is built 
up to around $25. 

Fraternities at nearby Michigan 
State College have proved to be 
a good source for tulip and also 
crocus sales. These fraternities, 
with their typical love of show- 
manship, are very appreciative of 
the early spring designs which can 
be created in their yards, in their 
fraternity colors. One or two 

(Continued on page 164) 


The tulip is the national 
flower of Holland and this 
window helped sell bulbs 
by providing a realistic, 
attractive Dutch setting. 

















HERE is only one month to go 
"th he April 6 when National 
Hardware Week gets under 
way officially throughout the coun- 
try. This year all effort has been 
made to make this activity industry- 
wide and successful from start to 
finish. More and more manufac- 
turers and wholesalers are cooper- 
ating in the program “to make the 
consumer more hardware store con- 
scious” and to enable all dealers to 
focus attention on their stores as the 
logical places in which to buy. 
Manufacturers are offering attrac- 
tively priced merchandise and spe- 
cial attention-compelling displays. 
Wholesalers have arranged ‘special 
merchandising programs. To enable 
our readers to take advantage of 


this valuable promotional material, 
we present here—as we have done 
in previous issues—the plans of 
participating manufacturers and 
wholesalers and two original Harp- 
WARE AGE window displays as shown 





National Hardware Week} 


at the bottom of these two pages. 

The merchandising plans of 
wholesalers follow and on succeed- 
ing pages we describe and illustrate 
National Hardware Week merchan- 
dise. 


What the Wholesalers Are Doing 


Stratton & Terstegge Co., 
Louisville, Ky. 


Stratton & Terstegge Co., Louis- 
ville, advises that in cooperation 
with National Hardware Week, it 
is furnishing dealers an attractive 
two-color broadside, with name-im- 
print at a nominal cost. The broad- 
side contains specially priced items 
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which the dealers can offer as 
specials during the week. In ad- 
dition all of the company’s sales- 
men in their monthly bulletins are 
urged to lend their support to make 
the event a success and to cooperate 
with the various state associations 
in selling the National Hardware 
Week display kit. 
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Merchandise specials to be featured during National Hardware Week are used in this display. Ban- 




















ners and pennants referring to the event are fastened to the front glass of the window. Several units 
of the Hardware Age interchangeable window display fixtures are used to secure a pleasing arrange- 


ment of the merchandise. Since this is a sale window all merchandise should have price tickets. 
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McGowin-Lyons Hardware & 
Supply Co., Mobile, Ala. 


The McGowin-Lyons Hardware & 
Supply Co., Mobile, Ala., while its 
National Hardware Week plans 
have not yet been definitely com- 
pleted, has outlined its activities in 
connection with the event. The com- 
pany’s salesmen have been supply- 
ing their dealers with all the in- 
formation on the week and are 
promoting the feature with their 
dealers, encouraging them to par- 
ticipate and decorate their stores 
and arrange their advertising in 
keeping with the suggested official 
program. In addition, the company 
is devoting some of its regular 
newspaper advertising space to Na- 


—May 6th to I3th, 1939 


tional Hardware Week. It also 
plans to use spot announcements 
over the local radio broadcasting 
station, urging the public to visit 
the local hardware dealer, and in- 
vestigate the values offered by him, 
not only during the week but every 
day of the year. The company is 
also cooperating with the various 
manufacturers offering special val- 
ues and in some instances has made 
special purchases to accomplish this. 


Edw. K. Tryon Co., 
Philadelphia, Pa. 


A four-page tabloid for National 
Hardware Week is being made 
available by the Edw. K. Tryon Co., 
Philadelphia, Pa. It shows many 


seasonal items which dealers can 
promote profitably during the week. 
The company is also cooperating 
with the different manufacturers that 
are offering specials during National 


Hardware Week. 


Frankfurth Hardware Co., 
Milwaukee, Wis. 


The Frankfurth Hardware Co., 
Milwaukee, Wis., has prepared a 
complete promotional program for 
National Hardware Week for its 
dealers. A colorful handbill is be- 
ing supplied them, containing nu- 
merous seasonal items at competitive 
prices as specials to offer the con- 
sumer. The handbill provides space 
for the dealer’s name-imprint. The 











A seasonal display of lawn and garden equipment makes up this trim. In the background panel, em- 
phasis is placed on the store’s ability to supply complete equipment. National Hardware Week 








banners and pennants are used. Hardware Age interchangeable window display fixtures make up part 
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of the background of the display. Light yellow or blue backgrounds and fixtures can be used for each. 







































company writes: “We are enthusi- 
astic about this national event and 
feel that it is a step toward making 
the consuming public more con- 
scious of the retail hardware stores.” 





Belknap Hdwe. & Mfg. Co., 
Louisville, Ky. 

A letter to Belknap salesmen from 
Luther R. Stein, vice-president and 
general sales director, the Belknap 
Hdwe. & Mfg. Co., Louisville, Ky., 


gives a complete picture of the com 


(Continued on page 145) 






At the right—This full page adver- 
tisement of The Carborundum Co., 
Niagara Falls, New York, brings 
the National Hardware Week mes- 
sage to more than 4,500,000 people 
and features Carborundum scythe 
stones. pocket hones, farm files, 
etc., which this manufacturer sug- 
gests for display and promotion 
during National Hardware Week. 
This advertising will appear in 
Country Gentleman, Popular Home- 
craft, Cappers Farmer, Popular 
L Science Monthly and _ Successful 
Farming. In the March 23, 1939, 
issue of HARDWARE AGE, on page 
45, this same information was pub- 
lished with the wrong illustration. 
The advertisement shown here is the 
Carborundum Co. consumer adver- 
tisement which should have ap- 
peared at that time. The illustra- 
tion used in the previous issue was 
a display board and not this com- 
pany’ National Hardware Week 
advertising. 
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This Super Galena balloon win- 
dow display furnished by the Galena 
Oil Corp., Cincinnati, Ohio, is being 
sent to Super Galena fortified motor 
oil distributors to go out with this 
motor oil to hardware retailers for 
use during National Hardware 
Week. It combines the official Hard- 
ware Week promotional material 
with the Super Galena spring ban- 
ner and the inflated Hardware Week 
balloons which show the front of 
the oil can and refer to the dates 
of the event. Inflated balloons are 
made to adhere to window glass 
or background by rubbing against 
woolen cloth. Balloons are given 
away with each purchase of motor 
oil. 
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Special Displays! Special Goods ! 
For National Hardware W eek 





Fayette R. Plumb, Inc., 
Philadelphia, Pa. 


Fayette R. Plumb, Inc.. Philadel- 
phia, Pa., during National Hard- 
ware Week, is introducing its new 


chrome nail hammer through ads 
in The Saturday Evening Post. This 
hammer has a chromium head, 
hickory handle, and is packed in 
counter display color. Rich blues 
and reds decorate the display card 
and box labels. Two hammers are 
packed to the unit and displayed on 
top of the box lid. Suggested re- 
tail selling price is $2.00. 


Cleveland Chain & Mfg. Co., 
Cleveland, Ohio 
The Cleveland Chain & Mfg. Co.. 


Cleveland, Ohio, suggests some spe- 
cials for dealers to use during Na 
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tional Hardware Week. They are: 
the deluxe Reel Salesman chain 
display stand (illustrated); a dog 
chains display in four colors which 
provides an opportunity to promote 
dog chain sales; and an attractive 
carton merchandisers of Buckeye 
pattern chain (250 ft., 2/0 size). 
One display hanger is given free 
with each two-dozen assortment of 
dog chains. 


The Du-All Mfg. Co., 
Geneva, Ohio 

The WF35 reversible dust mop is 
the National Hardware Week con- 
tribution of The Du-All Mfg. Co., 
Geneva, Ohio. A display rack is 


furnished free with each dozen of 











these mops. The company is at- 
taching to the display rack, a spe- 
cial card using the slogan, “Check 
the Hardware Store for Values and 
Variety,” in the same design and 
colors officially decided upon. 


The Silex Co., 


Hartford, Conn. 

As its contribution to National 
Hardware Week, The Silex Co., 
Hartford, Conn., announces a spe- 


a 
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cial particularly designed for hard- 
ware dealers. To its regular 8-cup 
Delray model, the company has 
added a decorative shell of Moldex 
and a strainex for making tea. The 
kitchen range model Hardware 
Week special is $3.85 value, which 
during the week, is offered to the 
consumer for $2.95, the price of 
the plain model Silex alone. The 
electric special, is a $5.90 value. 
which for National Hardware Week 
is offered at $4.95. Both specials 
may be purchased in the 10-cup 
size or with red trim at slightly 
higer prices. All models are packed 
in boxes encircled with a red and 
blue Hardware Week band describ 
ing the extra values. Free window 
streamers in official colors and free 
newspaper mats are. also available. 
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Samson Cordage Works, 
Boston, Mass. 

As a National Hardware Week 
suggestion, the Samson Cordage 
Works, 89 Broad St., Boston, Mass.. 
offers its Whale solid braided cotton 
clothes line. Dealer’s cost is $2.00 
per dozen, 50 ft. hanks. The sug- 
gested retail selling price is $3.00. 
A special die-cut sales making dis- 
play is free with every dozen 
ordered. The offer ends May 13, 
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American Cabinet Hardware 
Corp., Rockford, III. 


This cabinet hardware demonstra- 
tor is offered by the American Cabi- 
net Hardware Corp., Rockford, II. 
It shows deluxe pulls in’ ebony, 
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black, red, green, delphinium blue. 
yellow and ivory. It sells “matched” 
ensembles, since hinges, _ pulls, 
knobs, and catches match perfectly 
in design. Also shows three distinc- 
tive design groupings at graduated 
price levels. 


Henry Cheney Hammer Corp., 
Little Falls, N. Y. 


A junior model of the hardware 
store display-demonstrator, the Che- 
ney Sales Maker, is the National 
Hardware Week promotion offered 
by the Henry Cheney Hammer 
Corp., Little Falls, N. Y. Smaller 
than the original Sales Maker and 











More Items 


for 


National 
Hardware Week 





differently constructed, it has been 
designed for shipment with an in- 
troductory order of six 16-ounce 
Cheney Nailers, No. 938, for display 
during National Hardware Week. In 
the Junior Sales Maker carton are 
packed the six Cheney Nailers with 
one attached to the display for 
demonstrating. A three-color sign. 
readily placed in position, is also 
included. Display is varnished and 
the colored bulls’ eyes serve as tar 
gets for customers to try out the 
Nailer in driving nails. It is not 
planned to discontinue the original 
sales maker display but rather to 
supplement it on special occasions 
with the Junior model. 


North Bros. Mfg. Co., 
Philadelphia, Pa. 

The “Yankee” Handyman Acces- 
sory Pak No. 330H is the National 
Hardware Week special being made 
available by the North Bros. Mfg. 
Co., Philadelphia. Pa. Regularly 











retailing for 75 cents it is now being 
supplied by wholesalers as a 59- 
cent special. It contains a “Yankee” 
chuck and three drills for boring 
holes, countersink for reaming out 
holes for screwheads, and 5/32-in. 
screw driver bit for small screws. 
These accessories fit the “Yankee” 
Handyman spiral screw drivers No. 
33H and No. 133H. Complete ac- 
cessory is mounted on card, Cello- 
phane-wrapped and the Pak is 
marked down in price by means 
of a special label. Six Paks are 
delivered in an attractive counter 
merchandiser. 


Samson-United Corp., 
Rochester, N. Y. 

For National Hardware Week, the 
Samson-United Corp., Rochester, N. 
Y., offers a special iron promotion. 
No. 9015, consisting of three No. 





5015 irons at $2.60, dealer pays 
$7.80 and gets $11.94; three No. 
5021 irons at $1.30, dealer pays 
$3.90 and gets $5.94; six automatic 
clothes sprayers free, and also one 
free offer display. Total cost to 





the dealer is $11.70; retail value. 
$17.88. The No. 5015 is a fully 


automatic iron. The company also 
offers as a National Hardware Week 
special its No. 5172 air heater, a 
portable model, weighing 74% lbs. 
and operating on A.C. or D.C. 
current, 1320 watts, selling for $5.98. 
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DOUBLE 


WAFFLE BAKER 


OUBLE 


PROFIT MAKER! 


WAFFLES 
2 AT A TIME 
AUTOMATICALLY ! 


EASY! Batter upper grid. Turn 
over ond better lower grid. 


Lak) ae Le 
AUTOMATIC! 
Dial regulates heat ond tex- 
ture. Shuts off current. 


HE MAJOR SMALL APPLIANCE OF 1939! 
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29 MILLION MESSAGES 
—in these magazines 


During the best gift seasons! A pow- 
erful sales influence, reaching 3 out 
of 4 families in every dealer’s com- 


munity! Also Dealer Helps—FREE! 
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e You say—“Give me a quality 
item with sure-fire sales appeal... 


one that gives me a new profit— 


rand a quick volume turnover!” 


Well, Sir—here it is! And let's 
look at the record! 40,000 Twin- 
O-Maties sold in limited pre-test 
season! Flood of letters from 
dealers—enthusiastic about quick, 


profitable resale of their stocks! 


MANNING 


Witt 0- 


Twin-O-Matie is this year’s Double 
Feature Attraction in the appli- 
ance field. And no dealer's stock 
will be complete without it. Spe- 
cial National Hardware Week Deal 
gives you 48% profit. Ask your 


distributor. Or write us today. 


MANNING, BOWMAN & CO. 
MERIDEN, CONN 


BOWMAN 


C WAFFLE BAKER 









































WATERBURY "Pachaged” ROPE 
brings the FARMER to the 
HARDWARE STORE! 
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OVER A MILLION FARMERS WILL 
SEE THIS AD. THIS MONTH IN 
THEIR LOCAL FARM PAPERS! 


Just in time for the haying season, WATERBURY 
begins an intensive advertising campaign in the 
leading Farm Publications on “REX” HAY ROPE 
and “REX” 100 Ft. REELS... Built for the Farm”! 


Featuring the convenience and economy 
of “packaged” rope and the advantages of 
buying in the hardware store, this series of 
NN ads is designed to bring a greater volume of 
Wy profitable farm business into your store. Ask 
your jobber salesman for complete details. 


WATERBURY ROPE COMPANY, Inc. 
401 Park Avenue - Brooklyn, New York 
fa j ' 

TOP AWARD—All-America Pack- 
age Competition, 1938; Awarded to 


WATERBURY “ROPE RETAILER” 
and 100 Ft. REELS! 
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Wholesale Hardware Industry 


Has held its own, functioned efficiently, maintained 
its proper financial standing and justified its 
place in the economic structure of the country de- 
spite taxes, depressions and increased competition 


HAT the wholesale branch 
| of the hardware industry is 
represented by a very high 
type of man is, in my opinion, 
evidenced by the fact that we have 
held our own, not only in function 
but also in financial standing, as 
well if not better and more effec- 
tively than many other branches of 
the jobbing industry. The record 
of the wholesale hardware trade in 
coming through these recent diffi- 
cult depression years seems to 
speak for itself. We have had 
very few casualties in the ranks 
as compared with other lines of 
wholesale trade. Through con- 
stant effort to increase our operat- 
ing efficiency we have been able to 
hold our overhead expense to a 
reasonable proportion and other- 
wise maintain our place in the 
structure of business economics. 
We have had our problems— 
ves. And it is doubtful if there 
ever has been a time when the 
wholesale hardware business has 
faced more perplexing and far 
reaching problems than now. To- 
day our perplexities are national. 
When the shoe rubs in Alabama, 
it rubs also in California, and 
Michigan and Pennsylvania. Taxa- 
tion, laws and depressions accept 
no boundaries. But there is a way 
out for clear thinkers, and after 
26 years of association with hard- 
ware wholesalers I am fully con- 
vinced that we have the type of 
men in this industry who can and 
do find that way out. 
One of the greatest problems of 
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By Mark Lyons 
President, McGowin-Lyons 
Hardware & Supply Co., 
Mobile, Ala. 
and President, National 
Wholesale Hardware Ass'n 


today is presented by the fact that 
positive control of expenses has 
been to a large extent taken away 
from the individual operator by 
tremendous increase in Federal, 
State and municipal taxes, by wage 
and hour limitations, and by other 


MARK LYONS 


“The continued useful- 

ness of the wholesale 

hardware man depends 

on his ability to meet 

new conditions with 
new ideas.” 


regulations which have increased 
operating costs. It is up to the 
wholesaler to solve this problem 
without jeopardizing his position 
in the scheme of economical dis- 
tribution. 

While the wholesaler is justified 
in expecting a fair margin of 
profit for his services. I do not sub- 
scribe to the idea that an increased 
profit all along the line from 
manufacturer to consumer is the 
panacea for all our ills. When 
prices get too high, the consumer 
seeks his needs through channels 
of distribution that deviate from 
heretofore established methods. 

Chain stores and other bogies 
are “muscling” into the wholesale 
hardware field and every day we 
must justify our existence. The 
mere fact that we advocate the 
manufacturer to jobber to dealer 
to consumer method of distribution 
as most economical is not alto- 
gether convincing. We must by 
our sales methods, our merchandis- 
ing ideas, our sensitiveness to the 
needs of our territory, by efficient 
deliveries and economical opera- 
tion, establish our usefulness in 
the interest of economical distri- 
bution. The manufacturer, the re 
tailer, and the ultimate consume: 
must be convinced of the necessity 
for the wholesaler, and simply in 
creasing consumer cost to carry 
our increased burdens will not do 
the trick. 

The continued usefulness of the 
wholesale hardware man, in my 
opinion. depends on his ability to 
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meet new conditions with new 
ideas. Some industries have 
found a partial solution to their 
problems by giving careful study 
to the packaging of merchandise 
and have made considerable prog- 
ress in this direction. Many items 
of merchandise are in much more 
attractive and convenient pack- 
ages, and can be much more at- 
tractively displayed than before. 
Have we, as an industry, been giv- 
ing enough thought to the proper 
packaging and displaying of our 
merchandise? We have made 
some progress along these lines, 
but not nearly enough. There can 
be no stopping point; we must 
continue to study ways and means 
of making our merchandise more 
attractive and saleable. 


Relationship Cordial 


In our industry, we are very 
fortunate in that there is a more 
cordial relationship between man- 
ufacturer and wholesaler than in 
most industries, and our problem 
in most cases can be freely dis- 
cussed with the manufacturers in 
a spirit of mutual understanding. 
The manufacturers can be, and 
usually are, very helpful to the 
jobber in matters of package, dis- 
play and merchandisiu: ideas. 

Many manufacturers are prone 
to underestimate the service ren- 
dered by the wholesaler and his 
salesmen. The manufacturer 
should realize that the wholesaler 
and dealer are both facing a degree 
of competition that never before 
existed; that the wholesaler’s sales- 
men are in effect the manufac- 
turer’s salesmen, working in the 
interest of both. These salesmen 
wield a broad scope of influence 
and the manufacturer should be 
ever mindful of the fact that the 
wholesaler and his salesmen are 
the force that introduced the man- 
ufacturer’s products, nursed them 
to maturity, and that the whole- 
saler, by virtue of the service ren- 
dered, should enjoy his continued 
confidence and support. 

We all know of instances where 
manufacturers have arbitrarily 
and without consulting their 
wholesalers, announced policy 
changes that upset a quarter cen- 
tury of mutual confidence and 
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helpfulness. It behooves the man- 
ufacturer who expects to distribute 
through the wholesaler to give 
consideration to all of the whole- 
saler’s problems before adopting 
new policies, and he should re- 
member that the retail outlets who 
are not customers of the whole- 
saler are very little interested in 
standard quality merchandise, ex- 
cept to use it as price leaders or 
“bait.” They are interested only 
in cheap merchandise which is 
sold strictly on price appeal, but 
when a manufacturer, through the 
distributor, creates a consumer 
demand which must be satisfied, 
then and only then do the retail! 
proponents of price merchandise 
cater to standard quality. Many 
manufacturers cannot seem to 
realize that were it not for the job 
done for them by the wholesaler 
and his sales force, the price ap- 
peal retail outlets would not be 
clamoring to buy their goods. They 
are prone to entirely overlook the 
fact that the price appeal outlet 
exerts no effort whatever in de- 
veloping a demand for products 
of recognized quality by trade 
name, and only attempt to capi- 
talize on the demand created 
through the efforts of the whole- 
saler and his dealers. 

I have mentioned the source of 
only a few of our problems. We 
have other problems and can ex- 
pect new ones as time goes on. 
Some of the problems to confront 
us may tax our mentality and vi- 
tality to the limit, but in meeting 
these problems we have the privi- 
lege of counsel with/one another. 
and I am sure that with our com- 
bined mental and physical effort 
we will find a solution to at least 
most of them. 

Genius, some philosopher says, 
is merely an infinite capacity for 
taking pains. If so, we have men 





“We know ourselves that we 
have done a reasonably good 
job, but there is no room 
for a self-satisfied or com- 
placent attitude on our 
part. We must continue on 
the alert to adapt our busi- 
ness to changing conditions. 
Change is the immutable 
law; adaptability is the price 
of survival.” 














of real genius in the wholesale 
hardware business; for over the 
years they have taken infinite pains 
to adapt their operations to chang- 
ing conditions. Our wholesalers 
have developed better trained, 
more efficient sales organizations. 
They have devised plans of com- 
pensation based on actual per- 
formance in the way of volume or 
net profit or both. They have pro- 
moted new lines to take the place 
of those it has been necessary to 
abandon. They have worked out 
methods of accounting which show 
at a glance what each department 
of the business is doing each day. 
And in many cases they have 
adapted perpetual inventory sys- 
tems to their business and devel- 
oped budget systems of business 
control. 


An Infinite Capacity 


Thus it has not been by chance 
that the wholesale hardware trade 
has had such an enviable record 
of stability over the years. We 
have taken counsel with one an- 
other—and we have demonstrated 
our infinite capacity for taking 
pains in adapting our operations 
to changing conditions. 

Yet, I sometimes wonder if the 
wholesale trades, and the hard- 
ware wholesalers in particular, are 
receiving the credit which is due 
them for their contributions to the 
economic well being of the busi- 
ness community. Perhaps we have 
been too modest to tell the story 
of our accomplishments. Perhaps 
we have been derelict in what 
might be termed our public rela- 
tions job. Perhaps some of our 
present problems would not now 
be facing us if the efficiency with 
which we are operating were gen- 
erally known. 

It is very easy for one not to re- 
ceive the credit which is due him. 
Right now, there is a growing tend- 
ency to credit business with the 
high standard of living which this 
nation has attained. However, 
the tendency is to give all credit 
to inventive genius in our manu- 
facturing plants for the fact that 
we now have more automobiles, 
radios, electric refrigerators, bath 
tubs, etc., than all the other na- 
tions put together. But, just as 

(Continued on page 170) 
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It’s STEADY cold that 
a humidity SAFE! 


New traffic- building, sales-closing team 
works for Westinghouse Dealers exclusively! 


Five zones of STEADY cold with TRUE-TEMP Control put Westing- 
house Refrigerator dealers a jump ahead of the field right at the starting 


line. Exclusive sales advantages team up with a new and colorful display, 
traffic-building, and door-opening plan to give Westinghouse dealers Customers are humnidiey-con sain: dite 
what’s needed to sell refrigerators faster and at full profit. Meet the — ee Provides 85% hu- 
idity in the big new Meat-K is 
FOOD PROTECTION QUIN-TEMP-LETS and GO TO TOWN! 90% to 100% in the Mianbdeione, What's 
dvertised to SELL! more, Westinghouse and ONLY West 

i i d advertised to ingnouse, provides TRUE-TEMP 

Styled, equipped, priced, ” Control which assures POSITIVE — 


Early sales reports from all over the country point to a Westing- acto hoy ee 
the food compartment. And it’s STEADY 


house year. It’s a ‘‘hot’’ line — and a new hot sales plan makes cold that guards against mold and bac- 
it a winner for dealers everywhere — in smallest towns or largest teria growth in humidified compartments 


ities — selli 25 it: ar—or 2500. Get the complete P 
cities — selling units a ye ONLY Westinghouse ee 


story from your Westinghouse representative — or write direct 
to Westinghouse Electric & Manufacturing Co., Mansfield, Ohio. TR U f « T EM & C o | 4 C ont rol 














The New Jersey State Legislature during the closing days of its 
1938 session—a scene oft-repeated throughout the country today. 


HE first group of the 43 
state lawmaking bodies that 
convened in regular sessions 
shortly after the turn of the year 
adjourned last month, leaving be- 
hind them scores of new laws and, 
in several states, piles of unfin- 
ished business. Not a few of the 
enacted proposals concern hard- 
ware dealers, and hardware mea- 
sures are also among those that 
went down to defeat. 

Statutory limits placed on legis- 
lative sessions forced adjournment 
of several lawmaking bodies be- 
fore action could be completed on 
many measures. In several states, 
notably South Carolina, Oregon 
and Arizona, lawmakers worked 
on for days without pay in an 
effort to push “must” bills 
through to final passage, while in 
most other states where adjourn- 





ment took place last month, legis- 
lative clocks were stopped so that 
work accomplished ‘after constitu- 
tional deadlines could be cloaked 
with legality. 

In approximately half the 
states, legislators will continue to 
work through much of April, and 
in many they will not complete 
their sessions until months later. 
The legislature of a 44th state, 
Florida, convenes April 4. 

In several states where legisla- 
tors have closed their desks and 
departed for their homes, there is 
already talk of special sessions. 
They would be called to pass ad- 
ditional revenue measures, neces- 
sitated primarily by liberalized so- 
cial security legislation. The mea- 
sures to be considered would not 
concern hardware dealers except 








Keystone View 


as a branch of business generally. 

Hardware dealers and other re- 
tailers, surveying work accom- 
plished by their respective legis- 
latures and indicated action on 
measures pending before lawmak- 
ing bodies still in session, collec- 
tively may be thankful that few 
of the threatened handicaps on the 
operation of their business were 
imposed. 

State wage and hour bills, out- 
standing among general measures 
brought before the various law- 
making bodies, failed of passage 
in every case where legislative ac- 
tion had been completed up to 
late March. Reflecting the atti- 
tude of present state lawmaking 
bodies against restrictions upon 
business, several legislatures fol- 
lowed junking of wage-hour bills 
by disapproval of bills that would 
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“Unfinished Business” 


State wages and hours bills failed to pass as 
did efforts to repeal state fair trade laws. 
Résumé of laws passed and rejected among 43 
states whose legislatures have met and are 
meeting indicate a heavy schedule of proposed 
new laws during the 1939 legislative sessions 


permit their respective state labor 
departments to cooperate with fed- 
eral authorities in enforcing the 
federal wage-hour act in its appli- 
cation to interstate business. 
Thus far attempts to erase fair 
trade laws, which in 44 states per- 
mit manufacturers of trade-marked 
products to fix minimum retail 
prices, have met with failure, al- 
though, in contrast, attempts to 
gain such laws in Vermont failed 
and a similar fate seems in store 


for a Missouri bill. Several states 
will join the approximately 20 
that forbid loss leader selling or 
sales below cost with the purpose 
of destroying competition. 

The following summary gives 
bills of specific interest to hard- 
ware dealers enacted into law or 
rejected where legislatures have 
completed their work, and the 
status of pending measures in leg- 
islatures that were still in session 
in late March: 


Résumé by States 


ALABAMA—Before _ recessing 
in mid-March, legislators gave 
final approval to a fair trade 
practices bill to prohibit below 
cost selling and price differentials 
designed to injure competition. 
Senate passage of the bill came 
after defeat of an amendment 
which would have provided that 
the minimum retail price shall not 
be more than 15 per cent higher 
than the wholesale price. 

An effort to write an exemp- 
tion for farm machinery into the 
recently re-enacted sales tax and 
new companion use tax failed 
March 1 when the senate’s finance 
committee voted to indefinitely 
postpone a measure by Senator 
Watkins Johnson to provide ex- 
emptions similar to those in the 
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old sales tax law which expired 
at the close of February. A fight 
on the floor of the senate two days 
later failed to upset the commit- 
tee’s action. 

Sales of farm equipment and 
other articles shipped from fac- 
tories or distribution centers out- 
side Alabama to Alabama pur- 
chasers are subject to the 2 per 
cent use tax which became effective 
in March. Discussing operation 


of the law, Revenue Commissioner — 


John C. Curry declared that 
“every seller of tangible personal 
property for storage, use or other 
consumption in this state engaged 
in the business of selling at re- 
tail in this state shall register with 
the department of revenue and 
give the name and address of each 


agent operating in this state, the 
location of any or all distribution 
or sales houses or offices or other 
places of business in this state.” 
When legislators resume their 
regular session July 17 they will 
consider a chain store tax bill 
sharply increasing present license 
fees. Introduced shortly before 
the recess, it would abolish the 
present tax of $1.50 on single 
stores and substitute a scale rang- 
ing from $20 a unit for two to 
five stores to $600 a unit for firms 
operating more than 500 stores. 
The fees would be based on the 
number of stores owned by a firm, 
regardless of whether all are lo- 
cated within the state or are scat- 
tered throughout several states. 


ARIZONA—Among enactments 
of the legislature, which ad- 
journed in March, are a new un- 
fair sales act and a joint memorial 
asking Congress to appropriate an 
amount equal to the tax revenue 
from firearms, shells and car- 
tridges to enable states to restore 
wild life. Among bills that failed 
of passage were a chain store 
license proposal, a measure to 
license and regulate itinerant mer- 
chants and a wage-hour bill. 


ARKANSAS—Given two sales 
tax measures by the legislature, 
Gov. Carl E. Bailey signed a bill 
that merely removed a section of 
the: 1937 sales tax law that called 











for its expiration June 30, in effect 
making the present 2 per cent tax 
permanent. He vetoed a measure 
which would have extended the 
sales tax, by the use tax principle, 
to out-of-state sales and which 
would also have called for licens- 
ing of every merchant in the state 
to facilitate collections. Referring 
to the licensing provision in his 
veto message, the governor said: 
“It is true that Senate Bill 223 
would not make any charge for 
the procurement of such permits. 
It is equally true that we as a 
people are not accustomed to, or 
are unwilling to, accommodate 
ourselves to the necessity for pro- 
curing a license to engage in any 
ordinary legitimate business enter- 
prise.” 

A senate bill that would have 
permitted attachment and sale on 
execution of goods and chattels 
pledged, sold on conditional sales 
contract, assigned or mortgaged, 
passed the upper house, but was 
withdrawn shortly before adjourn- 
ment when it was certain that time 
did not permit a lower house vote. 
A similar house bill was returned 
by the judiciary committee with- 
out recommendation, but did not 
receive a house vote. 

Of three itinerant merchant 
licensing measures, the only one 
to receive approval by the house 
of its origin was defeated when 
it reached the other branch for 
concurrence. Five chain store tax 
bills were submitted to the legis- 
lature, but none gained approval. 
A “do pass” committee recom- 
mendation was given one senate 
bill, while two others introduced 
in that branch did not receive as 
much as a comrhittee report. Two 
house bills were given committee 
recommendations for passage, but 
only one received a vote and was 
lost, 47 to 40. The Governor ap- 
proved a bill passed earlier in the 
session to give firms repairing 
electrical equipment a lien on ar- 
ticles repaired or serviced. 


CALIFORNIA — After a six 
weeks’ recess, California legisla- 
tors reconvened to consider more 
than 4000 measures, including the 
following of special interest to 
hardware dealers: To repeal the 
fair trade act; to license and reg- 
ulate itinerant merchants; to ex- 
tend the chattel mortgage mora- 


torium act from July 1, 1939, to 
July 1, 1941; to provide that title 
to goods sold on conditional sales 
contracts remain with the vendor 
until the purchase price is paid: 
to provide that the vendor repos- 


sessing an article purchased under - 


a conditional sales contract make 
refund to the vendee of the total 
consideration received “after de- 
ducting a reasonable amount as 
compensation for use of the prop- 
erty,” which “reasonable amount” 
shall not exceed 50 per cent of 
the consideration received unless 
the property has been broken or 
damaged; to provide that condi- 
tional sales contracts be made in 
writing and contain full informa- 
tion on rate of interest, insurance 
charge and any other charges in 
addition to the outstanding bal- 
ance covered by the contract; to 
levy a tax of 1 per cent on con- 
ditional sales contracts; to pro- 
hibit repossession of an article 
sold under a conditional sales con- 
tract except by an action in claim 
and delivery; to tax chain stores; 
to bring all retailers under the 
unemployment compensation act 
by broadening the base of that 
act to include employers of one 
or more persons in place of the 
present four or more; to create a 
state authority to provide loans 
for small business enterprises, and 
to amend the sales tax law to 
provide for issuance of tokens and 
make impossible absorption of the 
tax by retailers. 


COLORADO—State wage-hour 
and labor relations bills were the 
subject of legislative hearings dur- 
ing March, preliminary to votes 
on the floor of the legislature. 


CONNECTICUT—The house, 
acting on the recommendation of 
its judiciary committee, rejected a 
bill to prohibit manufacture, sale 
or distribution of merchandise 
and appliances by utilities. The 
public utilities commission would 
have been charged with investi- 
gating complaints, and penalties 
would have been provided for vio- 
lations ranging from a fine of not 
less than $100 nor more than $1,- 
000 to imprisonment not less than 
one day nor more than one year. 
Also killed was a bill seeking to 
include rifles or shot guns under 
provisions and restrictions of the 





present Act Concerning Danger- 
ous or Deadly Weapons or In- 
struments. 

While the committee on judi- 
ciary held for consideration a 
senate bill calling for adoption of 
the uniform conditional sales act, 
the house killed on recommenda- 
tion of the same committee a bill 
which sought to provide that un- 
der a conditional sales agreement 
where title remains in the vendor, 
the vendor would be forbidden to 
repossess the property because of 
default of payment without first 
tendering to the vendee an amount 
equal to one-half of all payments 
made. 

Pending in both branches of 
the legislature were bills calling 
for repeal of the fair trade act, 
while a second house bill would 
amend the act to provide for a 
list of valid contracts and what 
constitutes unfair competition. 
Three bills seeking unfair sales 
acts to prohibit sales below cost 
have been introduced in the sen- 
ate, and all were before the com- 
mittee on judiciary. Another 
pending measure would license 
house-to-house canvassers for an 
annual fee of not less than $25 
per person. 


DELAW ARE—The house bill 
introduced shortly after conven- 
ing of the session to add Delaware 
to the 44 states with fair trade 
laws was still in the Judiciary 
and Crime Committee. Also in 
committee was a house bill to pro- 
hibit sale of prison-made goods on 
the open market. A senate bill 
calling for registration of all fire- 
arms owned by residents of the 
state with the state bureau of iden- 
tification was referred to the Com- 
mittee on Miscellaneous. 


FLORIDA—Hardware dealers 


- and other retailers, through the 


Florida Retail Merchants Associa- 
tion, have launched a campaign 
for repeal of the 1 per cent gross 
receipts levy before the legislature 
which convened recently for a 
60-day session. David Falk, asso- 
ciation president, described the 
tax as one which would “break 
the small man if he has a bad 
year.” While retailers are equally 
set against imposition of a sales 
tax, asking instead for economy 
in government and tighter laws 
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6— 6” Mill Bastard 12— 6” Mill Bastard 
18— 8” Mill Bastard  18— 8” Mill Bastard 
8 — 10” Mill Bastard 12 — 10” Mill Bastard 
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Now fast-selling Nicholson Mill and Saw Files are avail- 
able to you, individually cellophane-wrapped, in your choice 










of three eye-catching self-selling Units — one of them exactly 





suited to your needs and your budget. 
All of these Units are supplied with blank spaces where 







you may designate your own price on each file, assuring 






yourself full profit. Refills are always available, cellophane- 
wrapped, at regular list and discount. There is no extra 
charge for the box or the cellophane wrappers. 
Order from your jobber today the Unit that meets your 
needs. Nicholson File Company, Providence, R. I., U. S. A. 




















for collection of other present 
levies, many observers were of the 
opinion that the legislature would 
cut the gross receipts levy to one- 
half of 1 per cent and forego im- 
position of a sales tax. 

The Florida Federation of La- 
bor, meanwhile, has advanced a 
legislative program that calls for 
broadening application of the un- 
employment compensation act to 
employers of one or more persons 
in place of the present eight or 
more, and opposition to any form 
of a sales tax. The federation has 
also’ condemned as unfair and un- 
constitutional local ordinances such 
as enacted at Quincy to prohibit 
picket lines within 400 feet of a 
business place. 


GEORGIA—\The legislature ad- 
journed without passing either a 
3 per cent sales tax or a 1 per cent 
gross income tax on retail, whole- 
sale and manufacturing businesses, 
alternatives given the legislature 
by Governor E. D. Rivers to bal- 
ance the state budget. A special 
session to be devoted entirely to 
revenue measures is predicted. In 
answering objectors to a gross in- 
come tax, who maintained it was 
levied indiscriminately on mer- 
chants making a profit or operat- 
ing at a loss, often marking the 
difference between profitable op- 
eration and a deficit, the Governor 
said: “When a man engages in 
business he does so with the as- 
surance his rights will be pro- 
tected by government, and his 
activity puts a burden on gov- 
ernment for which he should pay. 
It is hardly logical to exempt him 
because his business did not yield 
a net profit during any given pe- 
riod.” 

Following house approval, the 
senate defeated, 30 to 15, a bill 
to levy a tax on chain stores rang- 
ing from $10 to $750 per unit. 
It was intended to replace the 
present tax which ranges from $2 
to $200, and would have been 
levied in accordance with the to- 
tal number of units operated by a 
firm, whether within or outside 
the state. Author of the bill said 
it was not intended “to drive the 
chains out of Georgia or to. penal- 
ize them,” but “to make them 
leave in Georgia a small percent- 
age of the enormous amount of 
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money they drain out of this state 
and send to New York.” 


IDAHO—tThe legislature ap- 
proved and the Governor signed 
an unfair sales act designed to 
prohibit sales below cost and 
other practices with the intent of 
destroying competition. The mea- 
sure, which provides a minimum 
wholesale markup of 2 per cent 
and a minimum retail markup of 
6 per cent, was passed after defeat 
earlier in the session of a similar 
measure by the senate. A measure 
that would make it a nuisance to 
peddle from house to house failed 
to gain approval. 


ILLINOIS—A bill to prohibit 
utilities from adding charges for 
merchandise or appliances to 
monthly bills has been introduced 
in the house and referred to the 
committee on public utilities. The 
Illinois Federation of Labor has 
caused to be introduced a state 
wage-hour law patterned after the 
National Fair Labor Standards 
Act of 1938. Other pending mea- 
sures, all of which were in com- 
mittee, would provide county 
licensing of itinerant vendors at 
a fee of not more than $25 for 
a 90-day period, and would pro- 
vide an unfair sales act. 


INDIANA—Retailers lost their 
greatest battle of the session when 
they failed to gain relief from the 
state 1 per cent gross income tax. 
House approval was given a mea- 
sure to cut the tax in half, but 
when the senate countered with a 
proposal to provide a new sliding 
scale that would have penalized 
the larger concerns, the issue was 
stalemated and the six-year tax 
remained. The senate refused to 
concur in a house-approved bill 
to extend the unemployment com- 
pensation law to include employ- 
ers of four or more persons, in 
place of the present eight or more. 
Other bills that died would have 
prohibited appliance merchandis- 
ing by utilities, would have estab- 
lished a state wage-hour law, and 
would have prohibited sales below 


cost with the intent of destroying 


competition. The Indiana Retail 
Hardware Association actively op- 
posed the state wage-hour pro- 
posal, and was also successful in 
blocking efforts to eliminate the 












individual reserve account in fa- 
vor of the pooled plan in the un- 
employment compensation law. 


IOW A—Phil Jacobson, Mason 
City, secretary of the Iowa Hard- 
ware Dealers Association, was 
among representatives of indepen- 
dent businessmen who recently ap- 
peared in favor of pending chain 
store tax bills, patterned after the 
Louisiana law which assesses a tax 
ranging from $10 to $550 a store, 
at a legislative hearing attended 
by more than 1000 merchants 
from all parts of the state. Mr. 
Jacobson denied claims of oppo- 
nents of the measures, introduced 
in both branches of the legisla- 
ture, that enactment of such a tax 
would mean higher prices to the 
consumer, advising that “if the 
lobbyists tell you this, ask them 
to prove it.” He cited statistics to 
show that the California chain 
store tax had actually decreased 
prices, and attacked newspaper 
editors opposing the measures 
whom he described as “advertis- 
ing peddlers” for the chains. 

While committees of neither 
branch had reported out the mea- 
sure, it was indicated one or both 
bills would reach the test vote 
stage during April. Two other 
pending measures would license 
and tax itinerant merchants. One 
had received a favorable commit- 
tee report. 


KANSAS-—J. R. Whitla, Ed- 
gerton, president of the Western 
Retail Implement and Hardware 
Association, was among speakers 
favoring pending chain store tax 
measures before a house commit- 
tee recently. He declared that 
home hardware dealers are. experts 
in their line who stand back of 
the goods they sell, while chain 
hardware stores sell off-brand 
goods they buy at extremely low 
prices and are expert tax dodgers. 
Escaping support of local insti- 
tutions, they are able to undersell 
local stores. The pending bills 
would levy a tax ranging from 
$10 per year per store in chains 
of 10 or less to $550 per store in 
interstate chains owning 500 
stores or more. 

As a substitute for the present 
2 per cent sales tax, a house bill 
would levy a sweeping privilege 
(Continued on page 100) 
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- This — Gift Set Display of Seasonable Values radiates the buoyancy and freshness of new Spring. 
A real attention-getter and Sales-builder suitable for your window or inside display. 


h LET MEMCO DECORATED WARE BY MOORE 
: DO A JOB FOR YOUR HARDWARE STORE 


t- MOORE is introducing MEMCO DECORATED WARE to 8% Million color- 
conscious women readers of the leading consumer publications. This Gift Set 
Display is a practical and profitable way to identify your store with MEMCO 
q DECORATED WARE. It is planned for you — to help you get your share of 
the rising demand for this Smart New Vogue in full-color decorated enamel- 
ware. Let it help you. Not only to sell MEMCO DECORATED WARE during 
National Hardware Week but to capture the interest of and, thereby, sell 
your complete store to women shoppers all the year round. 


% SAY IT WITH MEMCO DECORATED ENAMELWARE! 

- OUR NATIONAL HARDWARE WEEK OFFER TO YOU: 

ts You purchase only 2 Gift Sets — the cost each set is $9.50; we supply the 
of $2.50 display rack FREE as your display and sales help. 

in 

d THE MOORE ENAMELING AND MANUFACTURING CO. 
. DEPARTMENT H-A-39 WEST LAFAYETTE, OHIO 
: : THE MOORE ENAMELING AND MANUFACTURING COMPANY. West Lafayette, Ohio 


| Ship me at once Your Hardware Week Special of 2 Memco Decorated Gift Sets. Each set consists 
ls : of the following items: 1 Double Boiler—1 Covered Sauce Pan-—2 Lipped Sauce Pans—1 Covered 








: Pot—Swedish Mixing Bowl Set—1 Percolator—1 Tea Kettle—TOTAL PRICE $19.00. One $2.50 Memco 
m ' Cut-out Display—NO CHARGE. 
Ss te ee eee ON eee oe a i a 
n Oa eee STATE 
0 | ‘THIS SPECIAL COMBINATION OFFER IS AVAILABLE TO YOU UNTIL MAY Ist ONLY AND WILL 
' BE SHIPPED F. O. B. WEST LAFAYETTE, OHIO. 

it a 
l : —— (Memco « Decorated : Ware - tested - and « approved - by - Good - Housekeeping - Institute) 
e Cm 

= BUY MOORE SELL MOORE ENAMELWARE 
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ADVANCES 
Some Medium Quality Unhandled Axes. 
Wire Picket Lawn Fencing. 
Flower Bed Border, Trellis. 
Lawn and Drive Gates. 
DECLINES 
Some Pressed-Bevel Pattern Axes. “~~ 
Some Unwarranted Black Forged Axes. 
PRICES REAFFIRMED 
ist Quality Unhandled Axes. 


F 


Manila Rope. 
Axes—Fall prices on axes, per cent) the figures effective since 
recently announced, show little last July on wire picket lawn fenc- 


change from last season. First qual- 
ity unhandled axes continue at 
$15.00 per dozen base for single 
bits, and $19.00 for double bits. 
Certain popular pressed-bevel pat- 
terns have been reduced to the 
prices of “base” patterns. One me- 
dium quality line was marked up 
25 cents per dozen, and there was 
a slight mark-down on the unwar- 
ranted black forged axes of “ser- 


vice” grade. 
7 * * 


Manila and Sisal Rope 
Leading manufacturers have an- 
nounced the extension of current 
rope prices, without change, for 
another quarter—to June 30. Ma- 
nila rope in both grades was re- 
duced sharply on Jan. 1 and sisal 
rope has been selling at very low 
levels since September. 

* a * 


Lawn Fencing and Gates— 
Cyclone Fence Co. has_ revised 
prices effective March 25, increas- 
ing by $2.00 per ton (about 2% 
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ing, flower bed border and trellis. 
On lawn and drive gates, the ad- 
vance amounted to $9.00 per ton, 
or about four per cent. Both woven 
fabric and electric-welded fabric 
fencings were affected. 

* © «# 


Carriage and Machine Bolts 
—Leading manufacturers have pre- 
pared revised price sheets, effective 
April 1, which carry no important 
net changes. Discounts have been 
simplified into a single base dis- 
count for each major group of bolts 
or nuts, and this plan will stand- 
ardize trade prices, on leading sell- 
ers, about as follows: 


Per Cent 
Off List 
Machine and carriage bolts: 
” and 6” and smaller ---. 68% 
Larger and longer up to 1” .......... 66 
Lag TD Cdddecndedsaseeemageneveceseee 66 
Plow bolts, Nos. 1, 2, 3 and 7 ......... 68% 


square or hexagon. blank or tap 

also U.S.S. semi-finished nuts: 

” and smaller 
ae OS BD ccsicccisoccnrs @& 


* * 
Stove Bolts—Effective about 


March 17, leading stove bolt manu- 
facturers advanced discounts 2%4 


points (about 10 per cent) on plain 
finish and 21% points (about seven 
per cent) on the leading plated fin- 
ishes. Discounts for bolts with 
nuts not attached, or for bulk pack- 
ing, are relatively the same as be- 
fore. This is the second mark-up by 
the manufacturers, in rallying their 
price-schedules from the very com- 
petitive levels reached during the 
latter part of 1938. 


* + 


Commodity Price Trends 
Among the leading metals, tin alone 
is stronger, with the market re- 
flecting the cut in export quotas by 
the international tin committee on 
March 22. The quota for the sec- 
ond quarter of this year was re- 
duced from 45 to 40 per cent of 
the basic level, to correct the cur- 
rent oversupply situation. Copper 
at a purely nominal price, also lead 
and zinc, are unchanged. Pig iron 
is steady, and steel scrap is slight- 
ly up again, in the Pittsburgh mar- 
ket. Cotton, rubber, and hides have 
shown only fractional fluctuations. 





CORRECTION 


It was incorrectly stated on page 
66 of the March 23, 1939, issue of 
Harpware AcE that the “American 
Steel & Wire Co. has reaffirmed cur- 
rent base prices on wire rods, nails, 
staples, fence wire, and other wire 
products for delivery during the 
second quarter.” This should have 
stated that current base prices have 
been reaffirmed by this company on 
rods and wire for the second quar- 
ter and that no announcements 
have been made regarding the other 
products mentioned. 





Garden Hose—Jobbers report 
a better rate of buying during re- 
cent weeks on garden hose. Acces- 
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National advertising for bronze screen cloth 
warns against sub-standard wire 


Screen cloth advertising in Saturday Evening Post 
and other national magazines will sell customers 
on using Bronze and on getting standard weight. 

Tie up with this campaign! Push full weight 
bronze cloth. Tell your trade that, while sub- 
standard bronze screen cloth won’t rust, it lacks 
the strength to withstand the abuse to which all 
screens are at times subjected. 

Let your customers know that you offer bronze 
screen cloth, made of .0113’’ wire which weighs 
15 lbs. per 100 sq. ft. in 16 mesh cloth. This is the 
standard set by the U. S. Government and the 
Wire Screen Cloth Manufacturers’ Institute. s: 
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General Offices Waterbury, Cons 













Ads like the one 

shown above will 

appear in these four 
magazines during 
the buying season. 


Watch for them! 
Circulation 
Saturday Evening Post. . ' v . 3,095,355 
i 
Better Homes & Gardens. . . .. .. .*. . 1,719,271 
ee ee ee a 1,289,733 


Total 8,728,991 





ONLY Standard Weight Bronze Screen Cloth 


+ Lies flat—does not bulge or twist 

¢ Has a firm, solid ‘‘feel’’—is easier to handle and frame 

* Is a high strength material—does not dent easily 

+ Gives the long, expense-free service expected of bronze 
* Weighs 15 lbs. per 100 sq. ft. in 16 mesh cloth 


THE AMERICAN BRASS COMPANY, General Offices: Waterbury, Connecticut 
In Canada: Anaconda American Brass Ltd., New Toronto, Ont. « Subsidiary of Anaconda Copper Mining Company 
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sories, such as sprinklers and noz- 
zles, have not yet struck a lively 
selling pace, but prices are steady. 
Lawn seed and fertilizers are mov- 
ing out in exceptional volume. Com- 
plaints of shortage on bone meal 
are numerous, this season’s supply 
being short because of an unusually 


light kill. 


* *+ 


Sports Supplies—Warm days 
at intervals in the northern states 
have brought the first real activity 
in ordering of baseball, tennis, golf 
and croquet equipment. Roller 
skate sales have been heavier than 
usual, and fishing tackle sales, too, 
are ahead of last year. Retailers of 
dog goods comment on the growing 
call for larger harnesses and col- 
lars, which indicates that larger 
dogs are becoming the vogue. 


* + 


Furniture Sales — February 
retail furniture sales showed a good 
seasonal increase (13 per cent) 
over January and a 3 per cent gain 
over February, 1938, as reported 
by the National Retail Furniture 
Association. Association officials 
found, too, that the improvement 
had gained momentum in March, 
particularly in the last ten days. 
Districts which were conspicuous 
gainers in the year-to-year compari- 
son included Boston, Cleveland, St. 
Louis and Dallas. Retailers’ furni- 
ture inventories at the end of Feb- 





























ruary were 5 per cent lower than 
in the year preceding and 3 per 
cent above January. 


eS ¢ © 


Automobile Tires—Shipments 
of pneumatic casings during Feb- 
ruary were 10.2 per cent below 
January but 63.2 per cent over the 
1938 month, the Manufacturers’ 
Association reported recently. Feb- 
ruary shipments totaled 3,738,696 
units, compared with 2,290,800 in 
February, 1938. Production of tire 
casings amounted to 4,343,513 units, 
a decline of 5.2 per cent from the 
number manufactured in January. 
but an increase of 101.5 per cent 
over February, 1938. 


* %* 


Steel Production—The steel 
industry winds up the first quarter 
on a note of hesitation, reports The 
Tron Age in its April 7 issue. March 
business made no substantial gains. 
Sales of some products barely broke 
even with those of February, excep- 
tions being tin plate and struc- 
tural steel. Production of ingots 
was estimated to have been slightly 
lower last week—or at 55 per cent 
of the industry’s capacity. Despite 
production declines in other dis- 
tricts there was a gain of 11 points 
to 76 per cent in the Wheeling- 
Weirton area. The Youngstown 
area showed an increase of one 
point to 51 per cent. Despite the 


LaSalle Map of Business Conditions 


For April, 1939 
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discouragement caused by the fail- 
ure of steel business to expand in 
the degree that had been expected 
by many in the trade, there is still 
confidence that the second quarter 
will make a fairly good showing, 
possibly bringing some improve- 
ment over the first quarter says 
The Iron Age. 


* + 


Electrical Goods Production 
—The electrical division of the U. 
S. Department of Commerce, in an 
announcement of a conference for 
electrical manufacturers states that 
this group embraces 70 major in- 
dustries, producing products rang- 
ing from commercial radio equip- 
ment to turbine generators and 
household refrigerators. During 
1938 the group employed more than 
250,000 persons and manufactured 
products valued at approximately 
$1,600,000,000. The industry ranks 
third in amount of wages paid, fifth 
in the number of wage earners and 
eighth in the dollar volume of 
products among the industries cov- 
ered in the Census of Manufactur- 
ers. 

* * # 

Increased Shipments—How- 
ard E. Blood, president, Norge 
Division, Borg-Warner Corp., De- 
troit, Mich., recently announced 
that the rate of shipment of Norge 
refrigerators ranges and laundry 
equipment, during the first two 
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A GREAT SHOWMAN once said that the real plot of any play was in the box office. Right! The real plot 
back of this national advertising on Double X is to register a hit in the only place it counts: your cash 
box. Month after month, in such big-league books as The Saturday Evening Post, Better Homes & Gardens, 
American Home, Parents’ Magazine, we are dramatizing the old-but- 
ever-new story of Double X: that it makes varnish vanish and makes 
old floors new. And, in the process, makes profit-sales for you. Are you 
giving this nationally advertised leader the “spot” it deserves in your 
store? Order from your jobber and ask us for tell-tale displays that stick 
out, sing out and sell! Schalk Chemical Co., Los Angeles and Chicago. 
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weeks of March showed an increase 
of 200 per cent over the February 


rate. 
* * 


* 


Washer Shipments Increase 
-Factory shipments of household 
washing machines in February at- 
tained the greatest one-month total 


since September, 1937, aggregating 








129,885 units. This was an increase 
of 37.10 per cent over the shipments 
of 94,734 washers reported for Feb- 
ruary, 1938, according to industry 
figures reported by Joseph R. Boh- 
nen, Chicago, executive secretary- 
treasurer, American Washer & 
Ironer Manufacturers Association. 
“Shipments in February, a_ short 





States by Regions 








month, were 18.17 per cent greater 
than in January, 1939, which in 
turn showed an increase of 62.81 
per cent increase over the industry 
total of 67,502, reported for De- 
cember, 1938,” Mr. Bohnen said. 
“The two-month total of 239,794 
washers was 43.29 per cent greater 
(Continued on page 147) 





SALES OF 1,973 INDEPENDENT HARDWARE DEALERS IN 38 STATES 


February, 1939 





Sales Reported 


Number Percentage Change 
of Firms From From 
Reporting Feb., 1938 Jan., 1939 


Dollars 
Feb., 1939 Feb., 1938 Jan., 1939 








New England 33 + 8.4 — 6.2 201,008 185,487 214,215 
IE . , 3.5.2 55k Siig aren ey Raeunen 8 +13.2 — 5.7 25,863 22,841 27,425 
Massachusetts 13 +16.0 — 19 92,270 79,519 94,075 
ee rere rere 5 6.8 —125 55,097 59,094 62,953 

Middle Atlantic 240 - 6.0 — 0.7 653,591 695,621 658,502 
arr roe 1] + 2.7 + 2.0 34,644 33,726 33,980 
oes 5.5.5 a: sd. Lek AL Oe és 31 + 15 — 58 79,479 78,278 84,328 
Pennsylvania 198 7.6 0.1 539,468 583,617 540,194 

East North Central 517 + 0.9 - 0.7 1,441,234 1,428,134 1,451,959 
I 55.4.5 2 < «co Nes 0 eeeeee oe 133 - 6.4 — 3.7 351,987 376,016 365,592 
NN oS. ai od ke a odeew een ane 70 - 3.9 + 03 216,793 225,669 216,200 
ee ee ee 31 + 6.6 —10.0 67,295 63,155 74,812 
as sicito ks a:-5'4, i's A ade oe a ewe 157 + 52 + 35 500,723 475,837 483,779 
PIER eu a» SOR Rae cl caeetanls 126 + 5.9 — 23 304,436 287,457 311,576 

West North Central 352 + 35 — 9.1 531,903 513,881 585,022 
Iowa 79 +25.9 —10.9 178,373 141,642 200,266 
Kansas 85 —12.6 — §5 87,649 100,308 92,745 
ET ser porate 31 - 5.1 —10.5 58,388 61,522 65,230 
Missouri 79 2.2 - 6.1 131,646 134,675 140,144 
Nebraska if 64 0.5 -12.3 64,158 64,467 73,155 
ON oh a a eh ma naas o 9 1.1 -17.2 7,935 8,027 9,582 

PI's SORES ow, hod Cee deeds 94 4.5 7.3 425,654 445,739 459,098 
Florida wae 27 - 2.0 - 7.4 119,111 121,540 128,645 
RENE. aces eee ee 28 + 3.2 —12.7 104,805 101,547 120,118 
INS ©. 50... «asec a tien Oils 5 —17.9 + 09 35,101 42,744 34,777 
South Carolina 14 ~ 5.4 — 88 94, 99,895 103,628 
RE as on glo er 9 —14.0 — 42 51,771 60,221 54,038 
West Virginia 8 —13.5 — 48 11,249 13,006 11,810 

Bese Seam Contra) .. :.. oc cccccccccccs 47 — 6.7 — 3.6 193,110 206,937 200,233 
NE ey) oe ae oh el ee 25 — 3.7 —13.1 93,909 97,503 108,033 
Se nna ee ee 10 - 38 + 5.9 35,223 36,604 33,246 
Tennessee 10 13.3 + 88 60,939 70,298 56,020 

ge a 147 6.4 ~ 0.1 659,241 704,362 659,672 
Arkansas . Re ee ere eee 25 — 4.7 — 6.5 83, 87,789 89,485 
ie Se RS es Aad 8% 42 — 14 + 3.3 255.033 258.540 246,919 
Texas .. 76 —l1.1 — 2.1 299,812 337,373 306,191 

Mountain 124 — 60 — 7.1 421,692 448,817 453,791 
Arizona 18 — 0.1 — 53 108,785 108,921 114.834 
Colorado 38 —238 —17.9 70,006 91,892 85,241 
Idaho . 23 —16.6 —10.4 64,920 77,796 72.455 
a Jos fo he trana x eae aw 23 +14.8 — 2.9 89,817 78.250 92,547 
IDS oo. ce hse seu svles ha ebas Y i + 0.6 —10.7 42,466 42.213 47,560 
Wyoming 8 -17.5 +15.7 25,354 30,738 21,907 

a, ¢ Ree seein. 419 + 6.5 ~ 25 1,552,431 1,457,945 1,592,226 
California 337 + 88 - 0.9 1,153,548 1,060,341 1,164,441 
Oregon 33 +11.6 — 8.1] 138.765 124.381 150.955 
Washington 49 — 48 - 6.0 260,118 273,223 276,830 

TOTAL 1,973 — 0.1 — 3.1 6,079,864 6,086,923 6,274,718 
City of Chicago 17 + 5.6 - $.1 37.025 35.070 40.298 
City of Los Angeles 44 14.6 6.7 136.601 119.219 146.380 
City of St. Louis 18 + 5.6 - 3.4 21.926 20,757 22.693 
City of San Francisco 38 + 6.2 - 9.1 


102,603 96,620 112,852 





Compiled by Bureau of The Census, U. S. Department of Commerce 
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Automatic WATER 
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075 
953 < 
a with M°Donald Dependable, 
328 Ample Capacity Systems 
= BP P y Sy Tp) 
959 @ Here’s America’s TOP VALUE Shallow Well 
992 Automatic Water System that combines OUT- * 
~ STANDING PERFORMANCE — RUGGED, DE- 
779 PENDABLE CONSTRUCTION — at a price your 
576 customers will welcome. The McDonald Series 420 
is built in four sizes ranging from 250 to 600 
022 gallons per hour—each priced to SELL — each 
orn backed by McDONALD’S Eighty-three years of 
Pump building experience. 
230 
144 
155 
582 
098 
645 
a MCDONALD 
628 
038 DEEP WELL 
810 
oe PUMPS! 
aaa Illustrated above — Series 420-M-16 — consist- © teebetes ete 
ing of 250 gallon per hour pump mounted on 
020 ? — service — style fea- 
| 10 gallon tank with air volume control with Gin Cine coed 
672 chromium fittings — complete — self contained - d 
485 new Deep Well Pumps. 
) —compact. Also available in other pump and 
919 en citi More weight and 
191 a strength than you will 
791 ever need. Independent 
834 discharge chamber . 
241 Simple unit construction. An unmatched 
se value and a REAL opportunity for bigger 
560 pump sales and profits. 
907 ' oe 
226 
441 i Write for details of the 
fl ) HE PROFITS MOST WHO 
aad | year's outstanding Hi WE 
718 
" profit opportunity—Anp reMEMaER... SELLS RUNNING WATER FIRST 
380 
693 
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The New York World’s Fair 


HE New York World’s Fair 
will open its gates on April 
30, 1939, the 150th anni- 
versary of Washington’s inaugura- 
tion as first President under the 
Federal Constitution. It was here 
in New York City that Washing- 
ton was inducted into office on 
April the 30th, 1789. Here he 
made his first inaugural speech, 
“exhorting his distinguished audi- 
ence to concentrate their attention 
and activities upon ‘the discern- 
ment and pursuit of the public 
good.’ ” 

One of the best pictures of this 
event is a miniature group painted 
by Dwight Franklin, now in the 
Museum of the City of New York. 
Before me I have a reproduction 
of this picture. All of the prom- 
inent Americans taking part in 
this ceremony are handsomely 
dressed in brilliant uniforms and 
all are carrying swords. George 
Washington himself looks the part 
in his white wig, knee breeches, 
white silk stockings and _ silver- 
buckled shoes. He looks every 
inch the aristocrat that he was. 

A number of interesting circu- 
lars and papers have come to my 
desk about the World’s Fair. Until 
recently I must admit I was very 
much bored with the number of 
the articles telling how many mil- 
lions of people are expected. I 
think they are figuring on 60,000,- 
000. These articles also told how 
much money each of the visitors 
was expected to spend. I forget 
the figures, but it was consider- 
ably more than a billion dollars. 

I was wondering if someone, 
somewhere, hadn’t written some- 
thing about the artistic and educa- 
tional advantages and accomplish- 
ments of this coming fair. Except 
the description of queer steel build- 
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By SAUNDERS NORVELL 


ings that have been erected, I saw 
very little of such material, but on 
Sunday, March 5, the New York 
Times came out with an entire sup- 
plement devoted to it. The paper 
stated that there were 1,000,000 
issues printed. There were also 
400,000 additional calls that could 
not be supplied because of lack of 
mechanical capacity. 

The leading article in! this sup- 
plement is written by H. G. Wells. 
Naturally he writes about the 
“World of Tomorrow,” the theme 
of the World’s Fair. His article is 
so simple and direct and raises 
such interesting questions that it 
is exceedingly well worth reading. 
Wells is an author who has writ- 
ten many strange books. He has 
a great imagination, but his writ- 
ing, even on the most imaginative 
subject, is always simple and un- 
derstandable. Then there are nu- 
merous other writers, many of 
whom are on the editorial staff of 
the Times. 


Worthwhile Data 


If you propose to visit the Fair, 
be sure to send 10 cents for this 
issue of the Times. Probably by 
now they will have extra copies. 
For the first time, this supplement 
gave me an idea outside of dollars 
and cents and numbers of people, 
of what the Fair will be about. 

In this article, as in most of my 
articles, I do not dare to compete 
with expert writers on special 
themes. I have attended a number 
of fairs—one in St. Louis, the two 
in Chicago, and one in Paris. This 
one, from what I note, will be 
something entirely different. 

If you have been living in the 
past, if you have fallen into a rut, 
come to see it prepared to have 








many of your ideas receive a good 
shock. You probably will not like 
many things about it. I am 
wondering whether I will like the 
new buildings when I see them. 
They are certainly different from 
all other buildings in all other past 
world’s fairs. 

Much of the World’s Fair I 
can understand and appreciate, 
but I must admit that I cannot 
stand for their sculptures. To me, 
if you are going to carve a horse 
out of marble, and it is supposed 
to be a horse, why not carve a 
horse? Why carve something that 
has never existed on land or sea? 
To‘ my mind there is nothing that 
is more beautiful or wonderful or 
more efficient than mere human 
beings, men, women, and children. 
Then, if this is true, why should 
the figures of these men, women 
and children be carved in some 
outlandish manner, supposed to 
represent speed, toil or some other 
emotion? When I do go there, I 
hope to run across some modern 
and up-to-date sculptor who may 
convert me to their new ideas. 

One thing you may count on. 
This fair by day and by night 
will be a blaze of color. The old 
fairs in St. Louis and Chicago 
were white. The buildings were 
classical in design. There was the 
column with the Corinthian capi- 
tal. I don’t believe you will be 
able to find a Corinthian column 
or capital in this World’s Fair. I 
have not seen one in any of the 
illustrations. 

One pamphlet that comes to my 
desk is from the New York Bible 
Society. It tells some very interest- 
ing facts. In anticipation of all 
the millions who are coming to 
visit New York this year, the New 

(Continued on page 166) 
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*STAR* 


WORLDS LARGEST-SELLING 
SINGLE EOGE BLADE 


ANNOUNCES 


4 CANT THRIFT PACKAGE 


RETAILERS 


ITA 


PER PACKAGE 


OF 


PER CARDO OF 
6 PACKAGES 


A. 4 for 10¢, Star is the world’s largest- 
selling single edge blade! So you can imagine how 
they will sell at 12 for 25¢ (the established Fair 
Trade price in all Fair Trade states). You pay only 
174¢ per package, $1.05 for a card of 6 packages! 
Your customers save money—you make your full 
profit and larger unit sales! The biggest advertis- 
ing campaign in Star’s history will dramatize Star’s 

This new thrift package 2 packages! Back this keen, uniform blade— 
is in addition to the reg- famous since 1880! Order from your wholesaler 
ular 4 for 10¢ package. today! 

Star Blade Division, American Safety Razor Corp., Brooklyn, N.Y. 


PRICE MAINTAINED IN ALL FAIR TRADE STATES 
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The LCN Line of Door Closers — 


A supplementary builders’ hardware educational 


i was an odd incident which 


took place more than 60 

years ago which gave the 
world its first automatic “door 
check” and led to the development 
of the modern door closers. 

The contracting firm of Nor- 
cross Brothers of Worcester, 
Mass., had finished building Bos- 
ton’s famous Trinity Church, and 
had left behind to take care of 
final details their young superin- 
tendent, L. C. Norton. It was no 
other than the distinguished rec- 
tor of Trinity, Phillips Brooks, 
who told Mr. Norton that he must 
do something to stop the banging 
of a storm door which greatly 
annoyed the preacher and his con- 
gregation. The young man in- 
stalled rubber stops, taking pains 
to do a good job. But the rector 
said they were no good, that the 
bumping was almost as bad as the 
banging, and that the door simply 
must be fixed! 

Disgusted that his work was 
not appreciated, Mr. Norton peeled 
off his overalls, threw them in the 
closet and slammed the door. 
That is, he tried to slam the door, 
but it wouldn’t slam. The pocket 
of confined air in the closet cush- 
ioned the door and prevented that. 
With all his strength he tried sev- 
eral times to produce a bang, but 
failed. 

On his way home he pondered 
the fact. Was this not the solu- 
tion to his problem? Why not a 
cushion of confined air on every 
door? With him, to think was to 
act. He shopped the stores and 
found a hand beer pump of suit- 
able size, took it to the shop; at- 
tached a hinge to the closed end; 
took off the handle and made a 
vertieal post to connect with the 
piston rod; drilled a few holes 
along the cylinder; and installed 
his first check on the church door. 
rector 


And it worked! The 
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article furnished by the manufacturer of this line 


Editor’s Note—The material and illustrations for this article were 


furnished in their entirety by Norton Lasier Co., Chicago, Ill., at the 
invitation of this publication. This article is offered our readers as a 
supplement to the editorial educational series entitled “Taking the 
Mystery Out of Builders’ Hardware,” in the belief that such supple- 
mentary information has genuine value in the study of this subject. 
Harpware AcE has invited all American manufacturers of builders’ 
hardware to supply similar illustrations and explanations of their re- 
spective lines, stressing any unusual or patented features. We believe 
that this is a constructive program that will give our readers very tan- 
gible additional value in the study of our series “Taking the Mystery 
Out of Builders’ Hardware.” In no sense is the publication of this 
article an endorsement of the statements, therein, on the part of the 
publishers. It is our sole desire to inform our readers as completely as 
possible on this subject. All manufacturers have been and are again 
invited to furnish similar material, at their earliest convenience. This 
article is by David R. Lasier, president, Norton Lasier Co., Chicago, Il. 


quickly congratulated him on his 
fine new idea. People saw a fu- 
ture in it. He set to work to im- 
prove it, and the result was that 
he spent the rest of a long and 
active life in the development and 
manufacture of door-closing de- 
vices. 

In 1926, Mr. Norton and the 
writer, who had been associated 
for many years, formed the Nor- 
ton Lasier Co. with the object of 
producing a new, complete and 
superior line of door closers. To 
this line was given the name 
“LCN,” embodying Mr. Norton’s 


initials. 





LCN standard surface 
type door closer 


The first type of closer pro- 
duced was the basic surface, or 
exposed, door closer, with which 
most people are familiar. This is 
designed to deliver the utmost in 





mechanical efficiency at a moderate 
price. It has a full rack-and- 
pinion checking mechanism to 
control the door throughout its 
swing; a rigid, four-bearing, leak- 
proof shaft construction; an extra 
large coil spring of special steel 
for reserve power; symmetrical 
design, for right or left-hand op- 
eration; and two-speed, finely ad- 
justable action. It comes in six 
sizes, with or without the hold- 
open arm. 

Evolved directly from the stand- 
ard type are the LCN Special 
Purpose Door Closers. The Hos- 
pital type is arranged to hold 
the door open at any of three 
points: about 6 in. from the 
jamb, at 45 degrees or at 100 de- 
grees, operating normally when 
not so set. The Telephone Booth 
Closer allows the door to close to 
4 in. from the latch, there to 
stand until pulled shut by occu- 
pant of booth. The Coupon Booth 
Closer is set by attendant in posi- 
tion ajar, and when released by 
the visitor operates normally un- 
til reset by attendant. The Paral- 
lel Arm Closer is used where there 
is not enough space between doors 
for a closer with regular arms 
to operate. 


The LCN Hold-open Arm Clos- 
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repair shop around the corner, then the laundry in 
the next block, and the farmer who drives in on Saturday 
afternoon — these and hundreds of others in every town 
and city — all customers of yours and all asking for Alli- 
gator Steel Belt Lacing. 


Sometimes they just ask for some “metal belt lacing 
that can be put on with a hammer,” but you can be sure 
that in the last 30 years almost every belt user in the 
world has either used or heard about Alligator. 


During these years more than 200 million belts have 
been laced with Alligator Steel Belt Lacing. This wide- 
spread use plus advertising in more than 140 trade and 
farm papers, has brought about a remarkably widespread 
acceptance of Alligator Steel Belt Lacing. 


As a dealer this acceptance means a great deal to you. 
It means that you can maintain a stock of Alligator Steel 
Belt Lacing and not get stuck with it— you can be sure 
that users of belt driven equipment will walk into your 
place and ask for it. 


Don't let this profitable business get away from you 
because you can’t deliver when your next belt lacing 
customer walks in or calls up. Check your stock today 
and order from your Jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington Street, Chicago, Il. 


ALLIGATOR 


TRADE MARK REG. SK etal ie “~ U.S. PAT. OFFICE 


STEEL BELT LACING 
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IRST it’s the printer across the street, then the shoe 


Men who lace belts like Alligator because: 
@ It can be put on with a hammer and it drives straight. 




























@ The compression grip protects the belt ends and there 
is no ply separation. 


@ It embeds in the belt and is smooth on both faces. 


@ The two piece rocker hinge pin greatly increases the 
service life, and yet the belt fastening can easily be 
separated at any time. 








How to order Alligator Steel 
Belt Lacing 


@ There are 12 sizes of Alligator Steel Belt Lacing 
from No. 00 for tape belts up to 1/16” thick, up to 
No. 75 for belts 42" thick to %” thick. It is supplied 
in Steel, “Monel,” and “Everdur.” The lacing is 
packed in standard boxes containing 6 sets for 6” 
belts up to No. 5, and 4 sets-for 12” belts up to 
No. 75. Many dealers stock one or more boxes of 
the most popular sizes. 


Handy packages containing two 6” sets of lacing 
complete with hinge and gauge pins are put up in 
sizes No. 15 to No. 35 inclusive. These are excel- 
lent for resale to printers, repair shops, the farm 
trade, etc. Jobbers everywhere stock Alligator Steel 
Belt Lacing and you can get standard boxes or 
handy packages in any size without delay. 
Write For SIZE CHART 

For checking your stock and for selling Alligator 
to your customer, you will find our convenient Size 
Chart of considerable value. It not only shows the 
contents and list price of standard boxes, but it 
also shows diagrams of the lacing and belt thick- 
ness in actual size. Also gives complete directions 
for putting it on. 


























er with Fusible Link provides an 
economical way to control fire 
doors, or other doors where a 





LCN door closer with fusible 
link hold-open arm. 


fire hazard exists and the doors 
are allowed to stand open occa- 
sionally. It has a special arm 
with a link of fusible metal lo- 
cated near the door jamb where 
air currents during a fire are the 
hottest (see illustration). When 
the temperature reaches 160 de- 
grees the link A fuses, breaks ten- 
sion in spring B, throws back 
locking pawl C and releases con- 
trol lever D. This frees the closer 
by shifting its action to a secon- 
dary, free pivot F, and does not 
depend on unlocking the main 
holding head E. All this happens 
in an instant; the door is quickly 
and firmly closed; and the closer 
works normally, allowing use of 
the door by firemen and others, 
while it cannot be set open again 
until another fusible link is in- 
stalled. 


Concealed Closers 


To meet the growing demand 
for door closing devices that are 
partly or completely concealed so 
as not to mar the architectural 
effects of doors and doorways, 
LCN furnishes a wide variety of 
equipment under three main 





Cut open view of LCN single-acting 
overhead concealed door closer. 
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types: (1) closers concealed over- 
head, (2) closers concealed in the 
door, and (3) closers concealed 
in the floor. 

The Overhead Concealed Clos- 
ers are located in the head frame, 
and may be entirely hidden, with 
an arm which recedes into the 
door stop, or may use a flat, ex- 
posed lever arm. These closers 
offer several main advantages. 
They allow application of the 
power at favorable points; they 
are simple to install or to move 
with the wall; they require no 
special thresholds or cutting of 
floors, and they are up and away 
from floor dirt or water. They 





Cut open view of LCN double-acting 
overhead concealed door closer. 


come with or without the hold- 
open feature, and are available 
in single or double-acting types. 
The last-named are especially suit- 
able for the double-acting corridor 
doors in hospitals and other in- 
stitutions where positive, smooth 
control is important. 

For light to medium weight in- 
terior doors, especially in the 
flush type partition work so pop- 
ular nowadays, the LCN Closer 
Concealed in Door finds a great 
welcome. The closer itself is mor- 
tised into the top of the door, and 
only a flat lever arm is exposed, 
which can easily be finished to 
match the wood or metal-work. 
These closers, like the overhead 
models, are furnished with the 
hold-open feature if desired, and 
may be used with doors hung 
either on regular butts or on 
pivots of center or offset type. 

The LCN Closers Concealed in 
the Floor comprise four principal 
types. One is used with doors 











hung on butts; another with 
doors hung on center pivots; a 
third with doors hung on offset 





Cut open view of LCN closer 
concealed in door. 


pivots; and a fourth is for use 
with double-acting doors hung on 
center pivots. All these have cer- 
tain features which distinguish 
them for practical service, name- 
ly, (1) the same kind of spring 
and full rack-and-pinion control 
found in LCN surface closers; 
(2) arrangement whereby none of 
the door’s weight is borne by the 
closer spindle, but rather by butt 
hinges or a lower pivot resting 
on the rigid closer box; (3) ap- 
plication of power to door by 
means of a lever arm connected 
with a hidden track in the door, 
at ample distance out from the 
hinge side for efficiency; and (4) 
location of the closer box so near- 
ly on the center line of the door 
as not to require an offset thresh- 
old. 

The newest addition to the LCN 





Cut open view of LCN closer con- 
cealed in floor (door hung on butts). 


HARDWARE AGE 











A Natural 
NATIONAL 
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REFLECTOR 















NEWLY STYLED 


: | EVEREADY 


ish (TRADE-MARK) 
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+ = Evereedy " switch! 


eo Seamless brass tube! 









ed Wear resistant 
rr, rolled black finish! 
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> Complete with two Attractive chre- 


No bottom =~ 
= batteries loaded 
at top! 





- “EVEREADY” No. 950 
fresh DATED batteries 















Here iris...and your customers are waiting for it! A revolutionary, new 
streamlined “Eveready” automatic spotlight ...with eye appeal aplenty 
...Wwith improvements you can’t get in a cheap spotlight... backed by 
“Eveready” tradition of dependability and value! You can’t afford to miss 


AUTOMATIC SPOTLIGHT 


this quick-profit offer. Act quickly... get yours now! ORDER THIS 
DEAL TODAY! 


Call your jobber now and ask 
EVEREADY (‘oo 
Here’s what you get: 


(rrave-manx ) Six No. 2251 “Eveready” au- 

tomatic spotlights packed 

FLASHLIGHTS and BATTERIES _ withanatention competing 
counter display that requires 

little space. Retail value 





NATIONAL CARBON COMPANY, INC. (without batteries) $4.80. 
Suggested dealer price $3.36 
General Offices: New York, N.Y. * Branches: Chicago, San Francisco. .«» The difference is yours! 





Unit of Union Carbide [Tj and Carbon Corporation 
The word “Eveready” is the trade-mark of National Carbon Co., Inc. 
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line is a standard surface closer 
enclosed in a_ simplified, or 
“streamlined,” housing which 
gives the exposed model a novel 
and highly pleasing appearance 
and makes it easier to keep clean. 
It is, somewhat whimsically, called 
the LCN “Miracle,” denoting for 
the design a “triumph of mind 
over matter.” The door closer it- 
self is unchanged mechanically, 
and any standard LCN surface 


closer in use can be converted to 





20 or 30 years ago, but they are 
apt to bob up on some occasion, 
so I will briefly call them to your 
attention. You see I would not 
want it said by one of the students 
of this course, “Never heard of 
them.” Fig. 17 shows a compara- 
tively simple type of sash oper- 
ator. They operate one or more 
high up sash. Operators are made 
to work them with crank or chain. 
The one illustrated is made by 
Payson Mfg. Co. of Chicago and 
it would be well to get a catalog 
on operating devices if you run 
into such a problem. Occasion- 
ally you will run into the need of 
a skylight operator, as is_illus- 
trated in Fig. 18. This particu- 
lar one is also manufactured by 
Payson. 

In our next chapter we take up 


Fig. 16—Pair hinged fire doors. 
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Taking the Mystery Out of Builders’ Hardware 








“One Thing Done Well” 


In addition to nearly 90 types 
and sizes of door closers the LCN 
line includes a full complement of 
accessories, such as brackets, piv- 
ots, parts, special arms, etc. The 
entire energies of the home office 
engineering and factory personnel 
are devoted to the manufacture 
of door closers and solving of 
door control problems in accord- 
ance with the firm’s motto: “one 
thing done well.” 





The LCN “Miracle” streamlined 
door closer. 


“Miracle” form by applying a 


housing of correct size. 





(Continued from page 54) 


ously discussed. Not any one type 
but many items in many buildings. 


special hardware for various types 
of public buildings not previ- 





























Fig. 17—Sash operator. 





Fig. 18—Skylight operator. 
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DURABLE, beautifully designed Reading 
Institutional Hardware protects the build- 
ings of this Marlboro. New Jersey, State 
Hospital. 





























one | BESS RONDO Da 
Y cam OFFER MORE with 
, ou can it 
Reading Institutional Hardware 
Take this New Jersey State Hospital, for example. 
/pe 
gs. Reading’s Master Control Plan permits simpler. safer ™" 
master keying plus far more flexible protection. Each YOUR CUSTOMERS WANT 
° ee ‘ ° 7 SSE FE JRES 
| section of the institution is doubly protected against ve eae weqeephiond e 
| INSTITUTIONAL HARDWARE 
a entry by key holders to other sections, and yet the 
superintendent can enter every door in any building. 
And there are important differences in the hardware 
= construction. For institutional use, Reading has de- 
signed a special lock—-one that is stronger and more 





durable. The lock is sturdily constructed with strongly 
reinforced parts and over-size bolts. The use of four 


nickel steel tumblers in place of the usual three gives 





adiitiensl security. STRENGTH where it’s needed. French 
springs and heavily reinforced interior parts 
° ° and bolts are fentures insuring long life and 
Both you and your customers will appreciate, too, the auheen annentin tie thee apie daslanad 


Reading locks for institulions. 
friendly assistance of Reading Hardware Engineers. 
They can often suggest ways and means of lowering 


costs and meeting more exactly your customer needs. 


For your next institutional job, consult one of these men. 








FASTER CONSTRUCTION. The grow- 
ing use of metal doors in institulions makes 
Reading's fast, accurate service on metal 
door lemplates important. On the job, it 
means fewer delays faster construction. 























ESTABLISHED 1852 x = 
READING HARDWARE CORPORATION 


READING, PA. Branches...NEW YORK, PHILADELPHIA, CHICAGO, SAN FRANCISCO 
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State Legislatures Pian Special Sessions 


tax on gross receipts of all per- 
sons and firms doing business in 
the state ranging from 5 to 15 
mills on the dollar. Other pending 
measures would provide a state 
wage-hour act, and would provide 
that the title of goods sold on a 
conditional sales agreement be re- 
tained in the hands of the vendor 
until the full purchase price is 
paid. 


KENTUCKY—lInvalidation of 
Kentucky’s chain store tax by the 
court of appeals late in March 
will shift a “material tax burden” 
to other taxpayers, said Governor 
A. B. Chandler, describing the de- 
cision as “a severe blow to the 
administration’s program for 
sound finances in Kentucky.” 
While state officials were studying 
the decision and endeavoring to 
determine from where funds will 
come to make refunds to chain 
stores, talk of a special session to 
make up for lost revenue and to 
attempt, for a third time, to enact 
a chain store tax law that would 
meet with the court’s approval 
grew at Frankfort. The Kentucky 
legislature does not regularly meet 
in odd-numbered years. Mean- 
while, the court was asked to re- 
view and reverse its decision. The 
tax declared unconstitutional last 
month was first enacted in 1934 
and amended in 1936 and 1938. 
It was described by the governor 
as having been drafted in accor- 
dance with an earlier opinion of 
the court. 


MAINE —-A state wage-hour 
bill is among the new measures 
introduced in the Maine legisla- 
ture. 


MICHIGAN—The senate com- 
mittee on state affairs is studying 
a bill to permit sale of farm im- 
plements manufactured in_ state 
prisons to the public in competi- 
tion with private business. Other 
pending bills would eliminate 
from the sales tax the part of a 
purchase price of an article rep- 
resented by an article accepted as 
a trade-in, and would repeal the 
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present chain store tax. Several 
bills seek to liberalize the gar- 
nishment law in favor of the 
garnisheed. The senate is consid- 
ering a house-approved bill to re- 
strict a finance company’s right 
to sue for deficiency judgments on 
repossessed merchandise. Hard- 
ware dealers are taking an inter- 
est in view of the contention of 
finance company representatives 
that passage of the measure would 
increase the cost of financing ap- 
pliances and other merchandise to 
offset losses on repossessed mer- 
chandise that suffered unusual de- 
preciation. Other pending con- 
ditional sales bills would make a 
misdemeanor failure to discharge 
a chattel mortgage within 30 days, 
would prohibit additions to con- 
ditional sales contracts, and would 
create a commission to study pres- 
ent laws relative to finance com- 
panies, chattel mortgages, condi- 
tional sales contracts and deficien- 
cy judgments. 


MINNESOTA—\The Minnesota 
Retail Hardware Association is 
seeking a halt to the practice of 
permitting organization of buy- 
ing groups in state departments 
for obtaining merchandise at 
wholesale, and is prepared to op- 
pose any effort to weaken the state 
garnishment law. Meanwhile, 
three bills proposing changes in 
the garnishment laws were intro- 
duced in the house. One would 
encourage use of conciliation 
courts to lower the costs of ac- 
tions, the second would give wage 
earners the benefit of statutory ex- 
emptions from garnishment with- 
out the necessity of engaging coun- 
sel, and the third would enable 
defendants to have actions started 
in higher courts transferred to 
conciliation courts where costs are 
less. 

Other pending bills would fix 
the price of agricultural machin- 
ery and parts manufactured in the 
state prison, would define and 
prohibit unfair sales practices, 
and would reduce coverage of the 
state unemployment compensation 
law from employers of one or 


more to employers of five or more 
persons, action which would bene- 
fit most small hardware dealers. 


MISSOURI—H aving com- 
pleted hearings attended by more 
than 1000 independent merchants 
on a proposed fair trade bill to 
permit manufacturers of trade- 
marked products to fix minimum 
retail prices, the senate judiciary 
committee is holding the measure 
without prospect of an early re- 
port to the senate. The commit- 
tee may hold the bill for an indefi- 
nite time unless the senate, by a 
majority vote, requires that it be 
reported. This practice is con- 
sidered unlikely, and the bill is 
expected to die in committee as a 
similar measure did two years 
ago. Meanwhile, the Consumers’ 
Association of Missouri has 


started circulation of initiative pe- 
titions for a fair trade act. Hard- 
ware dealers and other indepen- 


dent merchants are being asked to 
obtain signatures. 

A house committee unfavorably 
reported a bill which would make 
it unlawful after Jan. 1, 1940, for 
any corporation “organized for 
the purpose of supplying any 
town, city or village with gas, 
electricity or water, to engage in 
the manufacture, sale or leasing 
of any appliance or article con- 
suming gas, electricity or water.” 
Over-riding of the committee’s 
recommendation by the assembly 
was considered very doubtful. The 
house committee on taxation ap- 
proved a bill to levy steeply 
graduated taxes on chain stores, 
ranging from $10 to $550 on 
chains having from 1 to 500 units 
“whether operated in the state or 
not.” The house committee on 
labor killed a bill to enact both a 
state wage-hour law and a state 
labor relations act, but similar 
bills are still pending. 


MONTANA—Bills to levy a 2 
per cent sales tax and to increase 
present chain store taxes died fol- 
lowing adverse committee reports. 
while the senate killed a bill seek- 
ing to license itinerant vendors. 

(Continued on page 156) 
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THE ONLY 


THERMDS 


TRADE MARK REG. U.S. PAT. OFFICE 


puBLt DISPLAY PACKAGE No. 3934 


Oe a ee 


Rs 


tHERMDS Hin at 


THE BEST KNOWN Aes 
VACUUM BOTTLE 


QUART BOTTLE AND 2 DISPLAY UNITS Gnee WITH 6 BOTTLES 


@ Seven popular Thermos brand quart vacuum bot- 
tles—the kind you regularly stock—at the price of six! 
And two sales-producing display units free. You can’t 
afford to pass this up; order from your wholesaler now! 


DEALER COST—%8.46 
Total Retail Value at Full Retail Prices. . . $14.38 


Profit... . 41.17% 


Total Retail Value at Minimum Retail Prices $12.69 


332% 


BUY 4 No. 34QA (Quart) Thermos brand striped buff vacuum 
bottles with four nested Atherlite cups. Full retail value, each . $2.29 


2 No. 7Q (Quart) Thermos brand black vacuum bottles with alumi- 
num cup. Full retail value, each 


FREE 1 No. 7Q (Quart) Thermos brand vacuum bottle. Full retail 


FREE “Family Picnic’’ display—a new slip-over card . . . Color- 
ful—attractive—a real sales-maker. For the counter or window. 


FREE Wire bracket that displays all four of the nested Atherlite 
cups on a 34QA bottle. The cups are a rea! feature . . . display them 
to boost sales! 


Offer expires July 31, 1939. Stated capacities are approximate. 


RICAN THERMOS BOTTLE CO. + NORWICH, CONNECTICUT 


- THERMOS BOTTLE CO., LTD., TORONTO + THERMOS LIMITED, LONDON 
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WESTINGHOUSE FORMS 
NEW HOME PLANNING DEPT. 


of the board of directors. The 
new president has been with 


PEARSON BILL WOULD AMEND 


FEDERAL FIREARMS ACT 


Proposed legislation would limit ammunition sales records 
to sale of revolver and pistol ammunition. Has support of 
National Retailers Council at suggestion of the N.R.H.A. 


The Retailers National Coun- 
cil, at the suggestion of Rivers 
Peterson, managing director of 
the National Retail Hardware 
Association, has gone on record 
in favor of the Pearson bill un- 
der which retailers would be re- 
lieved of keeping records on 
sales of loaded shells under the 
Federal Firearms Act. 

At a two-day session in Wash- 
ington on March 17-18, members 
of the council voted to press for 
action on the measure which was 
designed to relieve the burden 
placed upon retailers who pur- 
their shells in interstate 
commerce. Sponsored by Rep- 
resentative Pearson, Democrat, 
of Tennessee. the measure would 
define the term “ammunition” in 
the Act to include only pistol or 
revolver ammunition and to spe- 
cifically exclude shotgun shells, 
metallic ammunition suitable for 
rifles, or any .22 caliber rimfire 
ammunition. 


chase 


The conferees, including rep- 
resentatives of the American Re- 
tail Federation, also voted to sup- 
port the bill introduced in Con- 
gress by Senator Miller, Demo- 
crat, of Arkansas, which would 
amend the national stolen prop- 
erty act by giving the law en- 
forcing arm of the Federal gov- 
ernment greater jurisdiction over 
store thefts. 

Dr. Paul H. Nystrom, of the 
Limited Price Variety Stores As- 
sociation and Columbia Univer- 
sity professor, reported on prog- 
made by retailers in the 
field of distributive trade educa- 
tion under the George-Deen Act, 
pointing that the National 
Retail Hardware Association 
among other groups had spon- 


ress 


out 


sored a training program under 
the law. Citing the 22 states 
which have qualified for Federal 


assistance under the program as | 


indicative that progress was 
being made, Dr. Nystrom told 
the group that “retailing is pre- 
sented with a tremendous oppor- 
tunity for the betterment of its 


102 





craft” through the provisions of 
the law, which, he said, presents 
a further opportunity for extend- 
ing the training to include ad- 
vanced subjects such as accoun- 
tancy, advertising, store manage- 
ment and merchandising. 

Also up for discussion was the 
problem of leakage from proper 
channels of distribution through 
fake wholesale outlets, question- 
able employee buying schemes 
and other devices designed to 
erroneously lead consumers to 
believe they are obtaining “bar- 
gains.” The members of the 
council were told that a program 
sponsored by members of the 
National Retail Furniture Asso- 
ciation had resulted in 84 of the 
largest employing corporations in 
the country adopting a_ policy 
of discontinuing cooperating with 
plans for employee purchasing at 
supposedly wholesale prices. 

While in Washington, 
bers of the group met with 
officials of the Bureau of the 
Census on the scope of the cen- 
sus of distribution to be conduc- 
ted in conjunction with the 1940 
census. The organization which 
is composed of 11 national retail 
trade associations, expressed the 
that state legislatures un- 
der the social security program 
should give favorable consider- 
to the theory of having 
rates in individual establishments 
take into consideration the actual 
employment experience of the 
business, thereby giving effect to 
a merit rating. 


mem- 


view 


ation 


During the recent state retail 
hardware association conventions 
this proposed legislation enjoyed 
wide-spread approval and un- 
doubtedly has the full approval 
of the hardware trade. 


C. A. HIGGINS ELECTED 
HERCULES PRESIDENT 


Charles A. Higgins was elected 


president of Hercules Powder 
Company, Wilmington, Del., at 
a recent organization meeting 





Hercules since 1915 and has been 
vice chairman of the executive 
committee since 1933. He _ suc- 
ceeds R. H. Dunham, who 
continues with the company as 
chairman of the board of direc- 
tors, the position he has held 
jointly with the presidency since 
the organization of Hercules 
Powder Company in 1912. Mr. 
Dunham also will serve as chair- 
man of the finance committee. 

At the annual stockholders 
meeting, the entire board of di- 
rectors of the company was re- 
elected. 


DAISY MFG. CO. BUYS 
AMERICAN BALL CO. 


Final negotiations for the sale 


and complete removal of the 
American Ball Company, Minne- 
apolis, Minnesota, manufacturer 
of Bull’s Eye steel air rifle shot, 
to the Daisy Mfg. Company in 
Plymouth, Michigan, have been 
announced by Cass S. Hough, 
vice-president and general sales 
manager of the Daisy Mfg. Co. 
The entire equipment of Ameri- 
can Ball Company, consisting of 
approximately 100 machines, will 
be located in one of Daisy’s new 
buildings at Plymouth, Michigan. 

Bull’s Eye “Copprotect” Shot 
has for years been nationally ad- 
vertised and sold by the Daisy 
Manufacturing Company under 
an exclusive sales agreement. 
Present plans include the con- 
tinuation of aggressive national 
advertising. 


WHITESELL IN FLORIDA 
FOR CLEMSON BROS. 


Henry C. Whitesell has been 
appointed special representative 
for Florida for Star hack saw 
blades and the C17 lawn mower 
made by Clemson Bros., Inc., 


Middletown, N. Y. 


CROCKER-WHEELER NAMES 
CHICAGO AGENT 

Nye & Scurlock, Merchandise 
Mart, Chicago, have been ap- 
pointed sales representatives in 
the Chicago territory for the 
Crocker - Wheeler Electric Mfg. 
Co., Ampere, N. J. They will 
distribute the company’s new 
automatic toaster. 





R. E. Imhoff, merchandising 
division sales manager for the 
Westinghouse Electric & Mfg. 
Co., Mansfield, Ohio, has an- 
nounced the creation of a home 


I. W. CLARK 


planning department and the ap- 
pointment of I. W. Clark, former 
kitchen planning section man- 
ager, as manager of the newly 
created department. 

Mr. Clark, in his new posi- 
tion, will not only continue to 
direct the company’s kitchen and 
laundry planning activities but 
will serve as a consultant to 
architects, building and contract- 
ing organizations. He has been 
with Westinghouse for the past 
four years. Previous to his ap- 
pointment as manager of the 
kitchen planning section. he 
worked with the Hartford, Con 
necticut, Electric Light Company 
and the C. P. Chase Company. 
distributor for G. R. Sellars and 
Sons, cabinet designers and man- 
ufacturers. 

In addition to his new respon 
sibilities, he will be responsible 
for the development and direc 
tion of the home economics. 


KREER IS SALES MANAGER 
FOR SIMPLEX JACKS 


Templeton, Kenly & Co., Chi- 
cago, manufacturer of Simplex 
Jacks, have appointed W. H. 
Kreer, sales engineer. Mr. Kreer 
formerly served Templeton, Kenly 
& Co., as representative for the 
Middle-West for many years. 
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WHITING-ADAMS AND STAR BRUSH 
CONSOLIDATE INTERESTS 


A consolidation of interests 
has been effected between the 
Whiting- Adams Co., Boston, 
Mass., and the Star Brush Mfg. 


ALEXANDER SCHUMANN 


Co., Long Island City, N. Y., 
painters’ and decorators’ supply 
concern. The latter ‘company is 
moving its entire force to Boston 
where it will occupy the Whiting- 
Adams plant. With increased 
capacity and facilities, made 
possible by the amalgamation of 
production, executive and sales 
units, and adequate financial re- 
sources, both the Star Brush 
Mfg. Co., and Whiting-Adams 
will be in a position to serve 
dealers, wholesalers and painters 


L. E. FOULKROD 


APRIL 6. 1939 


and decorators. more completely 
than before. 

Officers of the Star Brush Mfg. 
Co., Inc., are: president, Alex- 
ander Schumann; executive vice- 
president and treasurer, L. R. 
Schumann; vice-president in 
charge of sales, L. E. Foulkrod, 
and secretary, B. Fastov. Officers 
of the Whiting Adams Co., Inc., 
are: Alexander Schumann, presi- 
dent; L. R. Schumann, execu- 
tive vice-president; Charles A. 
Darby. vice-president in charge 
of sales; E. M. Hill, secretary 
and treasurer, and manager of 
the toilet brush division, Harry 
Sanson. 


BURTON IN CHICAGO FOR 
LINDEMANN & HOVERSON 


J. S. Burton has been promoted 
to the position of district man- 
ager in the Chicago area for the 
A. J. Lindemann & Hoverson 
Co., Milwaukee, Wis. He will 
also cover the Indiana and Tlli- 
nois territory making his head- 
quarters at 2626 W. Washington 
Blvd., Chicago. 


NEW COMPANY PRESENTS 
NEW RADIO LINE 


Announcement of the forma- 
tion of the Keene Appliance 
Company, First National Build- 
ing, Ann Arbor, Michigan, is 
made by W. Keene Jackson, 
head of the company, for the 
purpose of manufacturing and 
distributing radio sets and elec- 
trical appliances. Plans are un- 
der way for an early presenta- 
tion of a new line of Keene 
radio, which will be marketed 
through distributors, assisted by 
territorial sales organizations. 

W. Keene Jackson was for- 
merly sales manager of the Inter- 
national Radio Corporation for 
over eight years and prior to 
that sales manager of one of the 
largest national radio sales or- 
ganizations in the country. 

“In our new line, both as to 
product and policy” commented 
Mr. Jackson, “we will present 
a line of quality in the popular 
price brackets that sell best, 





plus the best discounts to both 





= 
cisco, 





wholesaler and dealer. All the 
azure trimmings of marketing. 
added into the price, of course, 
will be eliminated and our 
efforts will be confined to mar- 
keting good goods at right prices, 
with the factor of styling head- 
ing our theme of merchandising.” 


WEST COAST DISTRIBUTOR 
FOR SEYMOUR PRODUCTS 


The Seymour Products Co., 
2416-18 W. Roosevelt Rd... Chi- 
cago, Ill., has announced the 
appointment of the D. N. & E. 
Walter Co., 562 Mission St., San 
Francisco, Calif., as exclusive 
distributor for “See-More” vene- 
tian blind cleaner on the West 


Coast. The D. N. & E. Walter 


Co. has warehouses in San Fran- 


Los Angeles, Salt Lake 
City, Seattle, Portland and Spo- 
kane. 


SAMSON-UNITED APPOINTS 
CHICAGO MANAGER 


Wilfrid Martin has 
pointed manager of the Chicago 
office in the Merchandise Mart. 
of the Samson-United  Corp.. 
Rochester, N. Y. Mr. Martin, 


who was formerly assistant mer- 


been 


chandising manager for the com- 
pany, succeeds Robert W. Pinck- 
ney. 


MARKETING COUNSEL 
FORMED IN TEXAS 


T. H. Loritz has announced the 
opening, February 15, of T. H. 
Loritz & Associates, marketing 
counsellors, in Corpus Christi, 
Texas. Mr. Loritz was formerly 
in advertising agency work in 
Chicago and on the West Coast. 

This company will represent 
manufacturing houses that realize 
the potential wealth of this region 
and desire marketing counsel. 


TEXAS JOBBERS, BOOSTERS 
TO MEET, JUNE 16-18 

The Texas Wholesaler Hard- 
ware Association will hold its 
annual meeting, June 16 to 18, 
1939 at the Galvez Hotel, Gal- 
veston, Tex. Meeting at the 
same time will be the Texas 
Hardware Boosters who will be 
at the Buecaneer. 


ap- | 


| and in 


ALCORN MANAGES G-E 
WIRE DEVICE SALES 


G. S. Aleorn, formerly assis- 
tant to the manager, has been 
appointed sales manager of the 
wiring device section of the Gen- 
eral Electric Co.’s appliance and 
merchandise department. Bridge- 





| 
| 


G. 8. ALCORN 


port, Conn. Mr. Alcorn entered 
wiring device engineering at 
Schenectady in 1910, later trans- 
ferring to sales and becoming a 
specialist with headquarters in 
Boston. He was 
headquarters specialist at Bridge- 
port in 1921, for wiring devices, 
1926 regional specialist 
York state on all 
products, including 
devices, conduit, wire 
and fans, and vacuum 
cleaners. He became assistant 
to the manager of the wiring de- 
section in 1928. 


successively 


for New 

Bridgeport 
wiring 
cable, 


vice 


SHERWOOD HEADS EAGLE 
LOCK SALES PROMOTION 


Eagle Lock Co., Terryville, 
Conn., has announced that Frank 
H. Sherwood has been placed in 
charge of the company’s sales 
promotion and advertising. Mr. 
Sherwood, who has a broad ac- 
quaintance in the hardware field, 
was previously connected with 
Yale & Towne Mfg. Co., Stam- 
ford, Conn., for 20 years, most 
recently as sales manager, and 
with the Schlage Lock Co., San 
Francisco, where he was market- 
| ing director. 
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FINAL ARRANGEMENTS ANNOUNCED 
FOR NEW ORLEANS CONVENTION 


With the convention of the 
American Hardware Manufactu- 
rers Assn. and the 
Hardware Jobbers Assn. a little 
more than a week off, final ar- 
rangements have been completed 


for the joint meeting of the two | 


groups, April 17-20 at the Hotel 
Roosevelt, New Orleans. 
Registration will begin at 9 


o'clock, Monday morning, April | 


the main lobby of the 
The convention formally 


17 in 


hotel. 


opens that evening with a joint | 


session of both associations and 


following brief talks by the presi- | 


dent of both associations, the 


Head of a 
Rand, editor 


will be “On the 
Nail” by Clayton 


and publisher of the Mississippi | 


Guide. 

Tuesday morning's 
will feature the president’s ad- 
dress of H. B. Wilson, American 
Hardware Manufacturers Assn.. 
the report of the secretary of 
that group, Charles F. Rockwell 
and an address by W. 
Carey, Jr., president, The Yale 
& Towne Mfg. Co. Mr. Carey 
has titled his talk, “An Attempt 
at Critical Analysis.” 

Widely known through the in- 
dustry, Mr. Carey is also vice- 
chairman of the National In- 
dustrial Conference 
vice-president of the Chamber of 


Commerce of the United States. | * 
| tor 


and a director of numerous other 
organizations. 

On Wednesday all 
and guests are invited to a joint 
open session. Veach C. Redd. 
Cynthiana, Ky., president, N.R. 
H.A. will be on the program 


delegates 


Southern | 
| E. Edmonds, journalist and au- 


| wars 
principal address of the evening | 


| ware Jobbers 
| be no meeting of the American 


Gibson | 





Board, | 


Bilheimer, Fort Worth, 


WwW. £. 


| Tex., will talk on “The Human 


Side of Business” and Col. James 


thority on Agricultural problems. 
will discuss “The Cotton Thread 
in the Web of War.” 


Mr. Bilheimer is 
the general manager for Texas 
of the Equitable Life Assurance 
Society, a past president of the 
St. Louis Mercantile Club and 
the St. Louis Salesmanship Club. 
Colonel Edmonds’ talk will be a 
delineation of the part cotton 
has played and is playing in the 
and threats of wars now 
going on about the world. His 


assistant to 


conclusions are based on recent 


Japan. 
and Eu- 


and studies in 


South 


travels 


China, America 


| rope. 
program, 


Thursday morning will be de 
voted to the annual business 
meeting of the Southern Hard- 
Assn. There will 
Assn. 


Hardware Manufacturers 


A varied and interesting en- 
tertainment program has also 
been arranged for the enjoyment 
of the delegates, guests and theit 
ladies. An informal reception 
and dance will be held, Monday 
evening in the ballroom of the 
Roosevelt, following the evening 
meeting. Tuesday at 1:00 p.m. 


there will be a bridge luncheon 


the ladies at the Southern 


Yacht Club. 
Also at 1:00 p.m. Tuesday, the 
New Orleans Country Club will 


be the scene of a golf tournament | 


will be 
with 


Prizes 
lowest 


for the 
awarded 


men, 


for 


score 





without handicap; second 
lowest score with and without 
handicap, and lowest putting 
score for the day. Tuesday night 
has been designated as “A Gay 
Night in the Old South.” Caba- 
ret entertainment, followed by 
dancing, will be the order in the 
Tip Top Room of the Roosevelt. 
On Wednesday the ladies will 
visit places of historic interests 
and the famous private gardens 


and 


of New Orleans. The formal re- | 


ception and ball will be held 


in the evening. 


There will also be three special | 


meetings held during the con- 
vention. The Central States 
Hardware Club will meet 
dinner, Sunday evening, 

16th at Arnaud’s Restaurant. The 


X-Club will hold its semi-annual | 
“londay evening at Gala- | 


dinner, 
toire’s. The Old Guard. Southern 
Hardware Salesmen’s Assn. will 
hold its annual meeting Tuesday 
morning in Room “G”, Hotel 
Roosevelt, to be followed 


evening by dinner at Galatoire’s. 


ROASTER CAMPAIGN 
FOR NEW ENGLAND 
G. W. Keller, field representa- 
The Modern Kitchen 


tive of 


Bureau, 420 Lexington Ave., New 


York City, at recent meetings in 
Worcester and Boston, 
presented its “Golden Age” elec- 
tric roaster campaign for 1939 
to interested groups of dealers 
and utility representatives. 

The Worcester 
England representative of the 
Swartzbaugh Mfg. Co. and took 
place at the offices of the Wor- 
cester County Electric Co. 
Boston meeting was held at the 
{ niversity Club. 


Streets such as these in the French Quarter of New Orleans make it one of the most colorful 


cities. 


The charm of the “Old World” mixes with the new in this busy southern metropolis. 





for | 
April | 


that | 


Mass.., | 


| diverting 


meeting was | 
arranged by Taylor Calhoun, New | 


} some 


The | 





SEEKS HARDWARE LINES 
FOR SOUTH AFRICA 


Edmund C. Matson, P. O. Box 
1696, Capetown, South Africa, 
wishes to represent American 
manufacturers of general hard- 


- 


EDMUND C. MATSON 


ware, mechanics’ tools, builders’ 
hardware and _housefurnishing 
lines in his country. Mr. Mat- 
son has had a wide hardware ex 
perience and is thoroughly ac- 
quainted with the South African 
market. He points out that the 
unsettled European and Far East- 
ern situation and boycotts are 
South Africa’s trade 
more and more from Germany 
and Japan to British and United 


| States manufacturers. 


Mr. Matson is already repre- 
senting several quality lines of 
American tools, household and 


| general hardware lines but needs 


additional accounts to 
round out his lines. He feels 
that the vast building activity in 
South Africa offers an excellent 
opportunity for American manu- 
facturers of builders’ hardware. 

Before establishing himself as 
a manufacturers’ representative 
in South Africa, Mr. Matson 
managed the builders’ hardware. 
housefurnishing, cutlery and 
electrical supplies’ departments 
for a prominent Dublin concern 


| and was manager of the hard- 
| ware, glass and china depart- 
} ments 
| Isaacs & Co., Ltd. 
|} at one 
| Woodhead, Plant & Co., Ltd., as 


| manager in Capetown. 


Africa for D. 
He was also 
with 


in South 


time associated 


CONNECTICUT STORE 
SEEKS CATALOGS 
Ralph M. Kellogg and F. M. 
Dain, Jr., have opened a new 


hardware store, the Inter-City 


| Hardware Co., 64 Wall St., Nor- 
| walk, Conn., and request manu- 
| facturers’ and wholesalers’ cata- 
| log and price lists on general 


hardware and_ house-furnishing 


lines. 
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tin WD Ti} Champion Cabinet Pulls 

= and Friction Catches 
This grooved solid brass 





pull in chrome or nickel 
finishes is recessed top and 
bottom to accommodate 
the fingers. 


Red, black or ivory pulls trimmed 
with solid brass chrome bands. 


coco You can depend on this reliable | 


ye og name in roller skates to bring in more of the kind of 


Mir. Mat. . 
beens ex business you want—profitable sales to satisfied cus- | 
ghly ac- tomers. And here are three good reasons why: 
, _ (1) UNION HARDWARE is a name which, to 
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geal quality and dependable performance. — oo rs , 
Ys trade (2) UNION HARDWARE Roller Skates are de- | J) finished in dull or 
Germany signed for easy, fast rolling—combine all the lat- | bright chrome. 
d United est improvements in material and design with | 
sound, sturdy construction. | 

repre- 
ee af (3) UNION HARDWARE Roller Skates are | 
<r offered at popular prices that your customers | 


yut needs can—and willk—pay. 
unts to 
He feels 


ctivity in 


Put this quick-selling line to work in your store 
today. Order from your jobber and cash in on | 
spring demand! 


excellent 
in manu- 
\ardware. Union Hardware Roller Skates : 3 , — ’ 
imself as for nt plgeeeee use are made in ee Champion's fric- 
‘sentative Several styles for children, | Se: od . 
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BEAT? 


present day Price Competition 
with 


the LOCK that Locks 
BOTH SIDES of Shackle 








 CHICAGOR! 

> LOCK GOR 
CHICAGO,JL 
MADEIN & 


Let Your Customers Operate This 
“Cut-Open" CHICAGO PADLOCK 
Ask Your Jobber How to Get One 


FREE 


This “Cut-Open” Chicago Padlock Demonstrator— 


clinches sales on sight! ... When customers SEE the 
inner-workings of the better-built Chicago Padlock— 
SEE how its double locking action insures DOUBLE 
the Security at HALF the cost— they BUY right 
then! This “Cut-Open” Demonstrator will sell pad- 
locks for you like nothing else can. Ask your jobber 
how to get one FREE ... or write us... at once! 


3 Fast Selling Price Leaders 


(25%) (GO) (75) 


-all Quality Locks popularly priced to 
help you BEAT present day price com- 
petition on a quality basis and still make 
a FULL PROFIT on every sale. . 
You'll sell MORE Chicago Padlocks be- 
cause they give you MORE to sell. . . 
Remember All Chicago Padlocks—Lock 
BOTH SIDES of the Shackle and thus in- 


sure— 


“DOUBLE the Security—HALF the Cost” 


CHICAGO LOCK CO. 


2024 N. Racine Ave., Dept. 14, Chicago, Ill. 
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| Chicago, 
| more and Washington territories. 


| has been active in the trade in 
the Philadelphia area. 


|} auto 


| sale Hardware 





ELLIS REPRESENTS 
VAUGHAN & BUSHNELL 


George W. Ellis has been ap- 
pointed to represent Vaughan & 
Bushnell, tool manufacturer of 


GEORGE W. ELLIS 


in Philadelphia, Balti- 


Mr. Ellis, for the past 25 years, 


For a 
long time he was associated with 
the Supplee-Biddle .Hardware 
Company and worked in the 
trade organizations; was 
chairman of the accessories 
branch of the National Whole- 
Association and 
took part in many other asso- 
ciation activities. In 1934 Mr. 
Ellis established himself in busi- 
ness as a manufacturers’ agent. 

In addition to the Vaughan & 
Bushnell line, Mr. Ellis also rep- 
resents the Hodell Chain Co., 
Cleveland, Ohio; Warren Tool 
Corp., Warren, Ohio: H. M. 
Harper Co., Chicago, Ill.; E. C. 
Stearns & Co., Syracuse, N. Y. 


SMITH IN SOUTHEAST FOR 
U. S. ELECTRICAL TOOL 
Jack Smith, formerly in charge 

of the St. Louis district for the 

United States Electrical Tool Co., 

Cincinnati, Ohio, has been placed 

in charge of sales for the south- 

eastern territory, with headquar- 

ters in Atlanta, Ga. Robert C. 

Upham, who was field service 

representative throughout the 

United States, assumes charge of 

the St. Louis branch office. 


ORKIL CO. SERVES WIDER 
AREA FOR G-E 


Orkil Electric Company, of 
Hartford, Conn., which has been 
the General Electric distributor 
for household and commercial 
refrigeration, home laundry 





equipment, electric ranges and 


water heaters, Disposalls, dish- 
washers, electric sinks, and unit 
kitchen cabinets, in most of the 
state of Connecticut since 1936, 
will henceforth operate in an 
even larger territory. It will 
also be the G-E distributor of 
the above products for western 
Massachusetts and Windham 
county in Vermont. This area 
was formerly served by Breck- 
enridge and Co., Springfield. 

Orrin P. Kilbourn is president; 
R. Barry Greene is treasurer, 
and Eugene J. Hennessey is 
sales manager, of the Orkil 
Company. 


— 


HARDWARE DEALERS LEARN 
ABOUT RADIO SELLING 


At a joint meeting, March 23, 
of the Metropolitan Hardware 
Association with the Brooklyn 
Hardware Assn., Hardware & 
Supply Dealers’ Assn. of Man- 
hattan & the Bronx Boroughs, 
North Jersey Hardware & Supply 
Assn., and the Westchester Coun- 
ty Hardware Dealers Assn., an 
interesting talk on radio mer- 
chandising was presented. The 
speaker was Benjamin Gross, 
Stromberg-Carlson distributor in 
the New York metropolitan area. 

Mr. Gross pointed out that in 
the radio business retailers have 
been giving away more than 
they’ve been getting, forgetting 
that net profit is the dollars left 
after all expenses have been de- 
ducted. Expenses, he remarked, 
are divided into two types, vari- 
able costs and fixed costs. The 
former includes, commission to 
salesmen, advertising, and in- 
terest on investment. Fixed costs 
include the remainder of the sell- 
ing expense, after the three vari- 
ables have been deducted. These 
are credit work, collections, trans- 
portation and delivery, service. 
selling costs not including com- 
missions, and general overhead. 
Small units don’t pay overhead 
but create it. 

He graphically illustrated how 
net profit is determined and 
demonstrated that net profit in- 
creases as unit sales go up. He 
urged the dealers to think in 
terms of dollars per unit, not in 
percentages. 

Other speakers on the program 
were John B. Foley, secretary, 
New York State Retail Hardware 
Assn. and Ralph H. Langsam, 
sales promotion manager, The 
Masback Hardware Co. New 
York City. Both gentlemen dis 
cussed National Hardware Week. 

Sydney Atkinson, R. J. Atkin- 
son, Inc., Brooklyn, N. Y. and 
president of the Metropolitan 
Assn. presided over the meeting 
which was attended by approxi 
mately 100 dealers. 
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MR. _—o A. J. CRANDALL CELEBRATE 
GOLDEN WEDDING ANNIVERSARY 


At their winter home, Rio 
Vista, on the Indian River at 
Fort Pierce, Fla., on Mar. 2, A. 
J. Crandall, president of the 


J. CRANDALL 


\shaway Line & Twine Mfg. Co., 
Ashaway, Rhode Island, and Mrs. 
Crandall, celebrated their golden 
wedding anniversary, surrounded 
by their children, grandchildren 


married in Ashaway, where they | 


still have their home and live in 
summer, Mr. Crandall participat- 
ing actively in the business of 
manufacturing fishing lines, as 
head of the line-making family 
of Crandalls. 

Mr. Crandall has a very ex- 
tensive acquaintance in the fish- 
ing tackle trade, having traveled 
widely for many years in the 
interest of his concern, including 
a trip around the world. The 
Ashaway fishing line 
was founded by Mr. Crandall’s 
grandfather, in 1824, and sub- 
sequently 


business management under the 
latter, he succeeded to the gen- 


eral management of the business | 


years ago. He continues to serve 
as president, as he did throughout 


the Ashaway company’s develop- | 


ment as one of the leading line- 
making concerns. 


Crandall, 





and many friends. They were 


tive charge 








APPLIANCE MEN PROTEST 
TRADE-IN CHARGES 


Protests against the new pick 
up charges, and the trade-in al- 
lowance to be absorbed by the 
dealer were made at a meeting 
of the Electrical Appliance Deal- 
ers Assn. of Brooklyff, in the Co- 
lumbus Club, Brooklyn, N. Y., 
Wednesday evening, March 22. 

Russell A. Atkinson, hardware 
merchant, reporting for the chair- 
man of the Refrigerator Cam- 
paign Committee, Sol Scholder, 
reported that many manufactur- 
ers were making a pick up charge 
of $1.50 per box on old trade-in 
boxes returned by the dealer. 
Objections were also voiced 
against the trade-in allowance of 
$4.50 absorbed by the dealer. 
These new items amount to $6.00 
and increase expenses 4.4 per 
cent reducing the profit margin 
on the refrigerator line. These 
figures are based on the list price 
of $134.50 on one of the popular 
selling boxes. 

Commissions for outside sales- 
men as high as 20 per cent were 
reported in the Brooklyn area, 
and dealers were faced with loss 
of outside men unless these rates 
were equaled. Several cases of 
price cutting were mentioned 
and referred to the executive- 
secretary for further investiga- 
tion. 

After the dinner representa- 


introduced and members were 


asked to inspect the new mer- 


items needed. Committee re- 
Dunn, membership; Thomas W. 
Bolger, executive-secretary; A. H. 
Grafenstadt, treasurer; and Rus- 
sell A. Atkinson, 
campaign. George W. Magno. 
president, 
ing of more than 175 members 
and guests. 


At the March 22 meeting 
of the Jersey Shore Retail Hard- 
ware Dealers, Inc., at the Berke 
ley Cartaret Hotel, Asbury Park, 
N. J., John A. Finnegan of the 
Masback Hardware Co.. New 
York City, spoke on National 
Hardware Week. He told the 
tion and the wonderful oppor- 
Hardware Week 

He pointed out the 
ways in which manufacturers, 


tions were cooperating to make 
the consuming public realize the 
values offered by their neighbor- 
hood hardware stores. Mr. Fin- 
negan remarked that for one 
week at least, hardware dealers 
will present a national front 





tives of the 13 exhibitors were 
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from coast to coast. 


business | 


carried on by his | 
father. Learning line-making and | 


However, since | 
taking up his winter residence | 
in Florida in 1931, his son, J. T. | 
secretary and treasurer | 
of the company, has been in ac- | 
during his absence. | 


chandise and place orders for | 


ports were made by Edward J. | 


refrigerator | 


presided at the meet- | 


NATIONAL HARDWARE WEEK | 
DISCUSSED IN NEW JERSEY | 


| NOW YOU'RE TALKING 


dealers of the value of organiza- | 
tunity offered dealers in National | 
various 


wholesalers, and trade publica- | 





NOBODY BUT YOU 


GIBSON 


CAN HAVE IT! 





























Sales: 


Cubic Foot All-Steel 
Refrigerator with 
Hermetically 
SEALED Scotch 
Yoke Mechanism — 


99" 


(Zone 1—Slightly High- 
er in South, and West 
of Rockies) 


Gibson’s impressive job at a PRICE that 
makes prospects STOP, LOOK and BUY. 


The other manufacturers say they won't 


even try to match this 


“dynamite box.” 


Here’s YOUR bid for traffic and profit! 


Because of this sales 
maker, distributors and 
dealers are wiring for 
more Gibsons in all 
price ranges. Let’s go! 


This means YOU! 


KITCHEN LANGUAGE! 


Longe sen OT 


Not “just another electric range.” 
Not “just 
Instead——a story, a range line 
and a price list that’s making 
Gibson the brightest light on the 
range horizon. For profit reasons, 
get the story! FULL CABINET 
RANGE, $119.50 RETAIL LIST 

. Slightly Higher in South, 
and West of Rockies. 


another promotion.” 





1939 Shelf 
models. Complete line, 


Freez’r 


competitive price. Has 
the features women 
SEE and WANT. 
FROM $139.95 to 
$250. LIST. Inquire! 


a 
= —_ 

















GIBSON ELECTRIC REFRIGERATOR CORP. 
GREENVILLE, MICHIGAN 
Chicago Office: Space 540-B American Furniture Mart 
Export Office: 201 No. Wells St., Chicago, U.S.A. 
Cable Address: Gibselco, Bentley Code 








(LL SHOW 
you HOW 
TO MAKE \ 


REAL ' 
FAN PROFITS! 





Now’s the time to get the facts 


| DOMESTIC INDUSTRY NOW SUPPLIES 


90 PER CENT OF POCKETKENIVES 


(Washington Bureau 
of Harpw RE AGB) 


Commenting on a major change 
in the American pocket cutlery 
industry within the past decade, 
the United States Tariff Com- 
mission reports that whereas 
formerly the output consisted al- 
most wholly of knives with hot- 
forged blades now about 90 per 
cent of the total consists of 
knives with unforged blades 
which sell at a lower price level. 
The availability of these cheaper 
knives, the Commission said, has 
done much to reverse the down- 
ward trend of consumption in 
evidence throughout most of the 
post-war period. This industry 
employs about 2000 factory work- 
ers. 

The United States production 
of pocket knives in 1937, accord- 
ing to the Commission, was val- 
ued at $5.211.000 and accounted 
for about 6 per cent of the total 
domestic outout of cutlery in 
that year. The industry com- 
prises about 20 producers “pos- 
sibly 10 of whom confine their 
production to pocket knives 
only,” the Commission said in a 
release on “Pocket Cutlery” a 
survey of production and trade 
in pocket knives and similar cut- 


report amplifies the data on this 
group of products which were 
contained in a report released 
last October. 

“The domestic industry sup- 
plies over 90 per cent of the 
pocket knives sold in the United 
States, in contrast to the situa- 
tion before the war and for some 
years thereafter when imports 
were large,” said a Commission 
statement. 

“The United States tariff on 
finished pocket cutlery has re- 
mained unchanged since 1922, 
with the exception of a small 
increase in one rate in 1930 and 
of a reduction, applicable to only 
a special and unimportant class 
of knives, in another rate in 
the trade agreement with Sweden 
in 1935. It consists of several 
compound rates based upon the 
foreign value of the imported 
merchandise. The duties collected 
on imports: within the several 
value brackets during the period 
1931-36 were equivalent to from 
94 to 229 per cent ad valorem, 
with the higher rates applying 
to the intermediate value brack- 
ets.” 

This report is released in mul- 
tilithed form. Copies may be 
obtained from the Tariff Commis- 





lery in the United States. Ger- 
and Great Britain. The 


about Victor Fans... the one line 
with something “different’”—a 
feature no other fan can offer— 
the Victor “‘Miracle-Breeze’’! No 
drafts ...no blasts... no 
summer colds with Victor Breeze- 


sion, Washington. D. C. 


many 








Hour Law, buyers will have ad- 
ditional incentive to cover their 


TOY FAIR WILL FEATURE 
SUMMER AND XMAS LINES 


Spreader Fans! But 
that’s not all—there’s 
a Victor Fan for every 
cooling need and every 
purse. The trim Stream- 


A Display that 
makes ’em stop 
and look! 
“Breeze - Spread- 
er” Fan shown. 


liner, above, priced to sell in big volume 
. . . the Overheads that cut commercial 
cooling costs . . . the Tornados—the 
biggest value offered in high-speed 


airstream fans! 


Put these sales- 


boosters to work for you now .. . ask 
your Jobber for Victor—the Fans that 
bring you big profits! 


FREE CATALOG! 


Complete details on all models are 
yours for the asking—all the 
features that make Victor Fans 
outstanding. Write for your Free 


Copy—today! 


VICTOR ELECTRIC PRODUCTS, INC. 
Cincinnati, Ohio 


THE ONLY PORTABLE IRONER 
WITH THESE IMPORTANT FEATURES 
* Big 20” Roll 
* Knee Control 


* Single Lever Control 


* Selective “Lag” Actic 


IRONS EVERYTHING... PRESSES, TOO! 





Reflecting a strong upturn in 
business optimism, reservations 
for the 1939 American Toy Fair 
are 10 per cent ahead of last 
year. Topping 1929 volume for 
the first time, displays of sum- 
mer and Christmas toy lines are 
scheduled to cover more than 


, seven acres at the Hotel McAlpin 


and the Fifth Avenue Building, 
200 Fifth Avenue, New York 
City, from April 17 to April 29. 
The American Toy Fair will be 
attended by buyers from 25 for- 
eign countries and more than 
3000 buyers from every part of 
the United States, according to 
an advance poll by The Toy 
Manufacturers of the U. S. A., 
Inc., 200 Fifth Ave., New York, 
sponsors of the show. 

More than 400 manufacturers 
have reported that they will ex- 
hibit complete Christmas lines. 
“Because of the difficulties which 
buyers experienced last year in 
obtaining deliveries on late or- 
ders, it is expected that a large 
percentage of Christmas orders 
will be placed at the American 
Toy Fair,” according to H. D. 
Clark, exhibit manager. “With 
further limitations on hours of 
production under the Wage-and- 


needs earlier. The general busi- 
ness upturn is expected to bring 
substantial increases in consumer 
toy purchases, especially in qual- 
ity lines. 

“The exceptionally low inven- 
tories reported by all types of 
toy departments indicate that 
large volume purchases will be 
required to meet normal demands 
for summer play merchandise.” 

New toy lines will reproduce 
the latest designs in motors, 
trains, home furnishings and 
fashion. The majority of the new 
playthings have been tested by 
children for age _ suitability, 
safety, fun value and utility. A 
bumper crop of new games for 
adult consumption is scheduled. 
New developments in hobby toys 
as well as games are expected to 
increase the appeal of toyland to 
adolescents as well as all ages 
of grownups. 


N. D. ABELL BACK AT 
MONROE HDWE. CO. 


N. D. “Nells” Abell has re- 
turned to his duties with the 
Monroe Hardware Co., Monroe. 
La.. after an extended illness 
and nervous breakdown. 
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KEYSTONE RECONSTRUCTS 
ITS ORIGINAL FENCE 
WEAVING MACHINE 


On the occasion of its 50th 


Anniversary, the Keystone Steel 
& Wire Co., Peoria, Ill., has built 


an actual working model of the 





Keystone’s model of original 
fence weaving machine 


machine invented and built by | 
Peter Sommer in 1889, since the 
original machine was not pre-| 
served. The model was recon- | 
structed under the supervision of | 
W. H. Sommer, president of Key- | 
stone. He is a son of Peter | 
Sommer, and as a boy worked | 
with his father making Keystone 
fence on the original machine. 

The model, built by hand as 
was the old machine, is as exact 
a duplicate in material, design | 
and appearance as it was pos- 
sible to build. It actually makes | 
fence like the original Keystone 
fabric of 50 years ago. Going 
at full production, the machine 
could make about 10 rods of 
fence in a long working-day. By 
comparison, one of the modern 
Keystone-built fence weaving 
machines in the Keystone fence 
mills in Peoria can produce 2500 
rods of fence in much less time. | 


HARDWARE TRADE ASSN. 
HAS MONTHLY LUNCHEON 


More than 30 members and 
guests attended the March 21 
meeting of the Hardware Trade 
Association held at the Railroad 
Machinery Club, 30 Church St., 
New York City. In the absence 
of W. Earl Clapp, The Yale & 
Towne Mfg. Co., president of the 
club, Robert Doti, Igoe Bros., 
New York City, presided at the 
meeting. Guests introduced at 
the meeting were Ed. Grimes, 
American Chain & Cable Co.; 
E. H. Broden, American Steel & 
Wire Co., and George G. Hoy, 
associate editor, HARDWARE AGE. 

Following the luncheon Jim- 
mie Lyons, professional enter- 
tainer, told a number of dialect 
stories and introduced Paxton, 
the “Memory Marvel.” Mr. Pax- 
ton asked those present to select 
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the names of important cities, 
and for each city named told its 


population, main hotels, princi- | 


pal theatres and outlined its 
most outstanding industries and 
newspapers. He also examine:l 
a number of United States bills, 
handed them back to their own 
ers and then recited the num- 
bers of the bills shown him by 
various members of the audience. 


CENTRAL STATES CLUB 
PLAN CONVENTION PARTY 


The Central States Hardware 
Club will hold a dinner party 
and show at the joint convention 
of the Southern Hardware Assn. 
and the American Hardware 
Manufacturers’ Assn. at New 


| Orleans, Sunday evening, April 
16. Arnaud’s Restaurant, 811 


Bienville St., will be the place. 
| Entertainment is planned. On 
| the committee on arrangements 
for the affair are Will J. Fed- 
dery, Harpware AcE, 1836 Eu- 
clid Avenue, Cleveland, Ohio; 
Frank J. Koch, McKinney Mfg. 
Co., 318 W. Randolph Street, 
Chicago, and R. A. Sundvahl, 
Corbin Screw Corp. and Corbin 


| Cabinet Lock Co., 321 W. Ran- 
| dolph Street, Chicago. 


350 AT PAINT, VARNISH 
DINNER-MEETING 


More than 350 members and 
guests of the New York Paint, 
Varnish and Lacquer Assn. and 
the Paint and Varnish Produc- 
tion Club attended a recent joint 
dinner-meeting sponsored by the 
two organizations at the Building 
Trade Club, 2 Park Ave., New 
York City. 

An outstanding program of en- 
tertainment was arranged by 
Louis Gillespie, chairman of the 
dinner committee. Speakers for 
the evening included, Harry 
R. Downswell, architect, who 
spoke on building construction; 
Harold W. Rambusch, president 
of the Rambusch-Decorating Co.. 
and Jacques Romano. 


FISHERMEN’S WEEK 
APRIL 22-29 


The sixth annual observance of 
Fishermen’s Week will be held 
from April 22 through the 29th, 
and will again be featured by 
window displays, newspaper ad- 
vertisements, store demonstra- 
tions, fishing contests and other 
sales promotion activities by 
sporting goods, hardware and de- 
partment stores. Cash prizes and 
trophies are being offered by The 
Sporting Goods Dealer, St. Louis, 
Mo., for the eight best window 
displays and three top ranking 
newspaper advertisements feaiur- 
ing Fishermen’s Week. 
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MANUFACTURING CO., Fort Wayne, Ind., U.S.A. 





Piug in on ELECTRIC ROASTER PROFITS Now! 


The New 


WESTINGHOUSE AUTOMEAL 


Ye SALES LEADER 


IN THE FIELD 


No other electric roaster can 
give you the wide acceptance 
enjoyed by the Westinghouse 
Automeal — outstanding sales 
leader in the field. 


POWERFUL NATIONAL 
ADVERTISING 


No other electric roaster is 
backed by such powerful 
national magazine advertising 
as the Westinghouse Automeal 
— EIGHT COLOR ADS IN 
THE SATURDAY EVE- 
NING POST during 1939. 


COMPLETE PROMOTIONAL 
PLANS AND HELPS 


Westinghouse gives you every - 
thing to help you cash in on 
the fast growing electric roaster 
market. See your distributor, or 
write Westinghouse Elec.& Mfg. 
Co., Dept. 9078, Mansfield, O. 


Westinghouse app.iances 








EXCLUSIVE 


NEW 


SELLING FEATURES 


WEW “LOOK-IN LID” 
Heat-proof glass panel en- 


ables user tosee food cook- 
ing without raising the lid. 


“HALL OVENWARE” DISHES 
Popular peasant colors in 
smartly styled, heat- 
proof, ovenware dishes. 


a = ; 
NEW “LID-HOLDER” 
Simple, easy to use, sup- 
ports lidineither sidewise 
or lengthwise position. 








“The kine of east Keotslance 





GOODYEAR CHANGES IN 
SALES DISTRICTS 


Development and expansion of 
hose business conducted by The 
Goodyear Tire & Rubber Co., 
Akron, Ohio, has resulted in four 
important appointments by W. C. 
Winings, manager for the com- 
pany’s Mechanical Goods Depart- 
ment. 

R. W. Sanborn, formerly dis- 
trict manager of mechanical 
goods sales at Pittsburgh, has 
been appointed manager of all 
hose sales, with headquarters in 
Akron. Mr. Sanborn joined 
Goodyear at Hartford in the sales 
department and was assigned to 
Pittsburgh mechanical goods 
sales in 1932. W. T. Beli, who 
has been manager of the hose de- 
partment for several years, has 
been placed in charge of distrib- 
utor sales, a new department. He 
will coordinate efforts of Good- 
year’s distributors in all parts of 
the country. 

C. A. Mathias, mechanical 
goods salesman at Buffalo, N. Y., 
has been promoted to mechanical 
Goodyear district manager for 
the Pittsburgh, Pa., district with 
headquarters in that city. 


1939 MARKET GUIDE 
FOR LATIN AMERICA 


Stanley E. Hollis, vice-presi- 
dent, American Foreign Credit 
Underwriters Corporation, New 
York, announces the publication 
of the 17th Annual revised edi- 
tion of the Market Guide for 
Latin America, known among ex- 
porters as the “Red Book of 
Latin American Trade.” This 
Guide contains the listings and 
credit ratings of principal busi- 
ness firms in Central and South 
America, Mexico, Cuba and West 
Indies. A trade code classifica- 
tion is among the many new fea- 
tures in the new 1939 edition. 

/ 


BRUSH MAKERS PROTEST 
FEDERAL PRISON OUTPUT 


The American Brush Mfrs. 
Assn. condemned alleged govern- 
ment competition from the brush 
factory in Leavenworth Federal 
prison in a resolution voted at 
Atlantic City, N. J. William C. 
Bird, Florence, Mass., was elec- 
ted president of the association, 
succeeding Philip H. Thayer, 
Belleville, N. J. G. A. Millard, 
Hartford, Conn., was elected vice- 
president. 


NEW G-E ADVERTISING 
SERVICE MANAGER 


Donald A. Wood has been 
named manager of the advertis- 
ing service division of the Gen- 
eral Electric appliance and mer- 
chandise department, Bridgeport, 
Conn., succeeding R. W. Hart, 
who has resigned. 





Mr. Wood joined the General 
Electric accounting department 
at Schenectady in 1926, and the 
following year became associated 
with the publicity department as 
part of the mechanical produc- 
tion section. In 1931 he became 
Bridgeport representative of the 
Maqua Company, printers and 
engravers, and served that or- 
ganization until his recent ap 
pointment. 

SALT LAKE HARDWARE IN 

BUSINESS 50 YEARS 


The Salt Lake Hardware Co., 
wholesale hardware concern of 
Salt Lake City, Utah, observed 
its 50th anniversary with a ban- 
quet at the Hotel Utah, March 
2, at which veteran employees of 
the company were honored. 
Speakers were Charles L. Wheel- 
er, president and general man- 
ager of the company, and G. E. 
Knadt, general sales manager. 
who was toastmaster. 

Receiving special mention 
among the veteran employees 
were Edwin H. Dorman and Clar- 
ence M. Eberly, associated with 
the company since 1898; Charles 
L. Crockwell and R. G. Pools, 
employees since 1899, and H. P. 
Lambrecht, who has served the 
company since 1905. Service 
medals were awarded to all 10, 
20, 25, and 35-year employees. 


1939 PACKAGING CATALOG 


The 1939 Packaging Catalog. 
published by Modern Packaging 
magazine, 122 E. 42nd St., New 
York, is in the process of dis- 
tribution. This 10th edition of 
the Packaging Catalog of 562 
pages, numbers among its con- 
tributors leading designers and 
manufacturers of packages and 
package materials, and covers vir- 
tually every phase of the indus- 
try, laying particular emphasis on 
developments during 1938. 

The 108 chapters in the 1939 
Packaging Catalog, divided into 
14 main sections with handy 
thumb tabs for reference, discuss 
25,064 facts and ideas for pack- 
ages and displays. Cross-indexed 
for easy reference are the names 
of 360 manufacturers and sup- 
pliers. One hundred forty pages 
are devoted to special package 
machinery data. It also contains 
a complete directory and buyers’ 
guide and the most recent ideas 
on packaging, depicted by 742 
new illustrations. The advertis- 
ing pages are replete with sam- 
ples and swatches of new prod 
ucts. 

The handsome volume simu- 
lates Venetian tooled leather, im 
printed and gilded. It sells in 
the United States for $2.50 and 
in Canada for $3.50. 
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D. L. STARKS CO. WILL 
DISCONTINUE BUSINESS 
The D. L. Starks Hardware | 
Co., one of the oldest retail 
hardware firms in Rockaway, 





have made the mistake of de- 
pending upon the politicians for 
the solution of our industrial ills 
and not on ourselves. The so- 
lution of all our troubles is to 


get back on the old road of pri- | 
Wealth is not | 
| in money but in things produced. | 
| The distribution of wealth does | 


vate enterprise. 


not mean increased purchasing 
power. We do not legislate our- 


| selves out of a depression—-we 


| sell ourselves out.” 


| at its recent 
| elected the 


ST. LOUIS HOUSEWARES 
CLUB ELECTS 
The St. Louis Housewares Club 
annual meeting 
following officers: 


| president, Ralph Straub, house- 


Cc. D. STARKS 


Long Island, New York, is dis- 
continuing its business, it has 
been announced by Charles D. 
Starks, president. The company 
was founded in 1882 by the late 
Delmar Starks. 

In making the announcement 
of the firm’s closing, Mr. Starks 
said in part, “We. have been in 
this business for over 30 years 
and we all feel entitled to a rest, 
or to engage in some smaller 
type of business that is not so 
demanding.” The members of 
the Merchants Association of 
Far Rockaway are arranging to 
tender an informal testimonial 
dinner in honor of Mr. Starks. 


POT AND KETTLE NEWS 


Recent Tuesday noonday lunch- 
eons of the Los Angeles Pot and 
Kettle Club at the Clark Hotel, 
Los Angeles, Calif., included a 
talk by Prof. Ken Nakazawa of 
the Japanese Consular Service, 
who spoke on “The Japanese 
Viewpoint of the Situation in 
Asia.” At a following luncheon, 
T. K. Chang, resident Consul in 
Los Angeles of the Republic of 
China, gave his version of the 
self-same situation. A movie 
titled, “Funny Fighters,” a fish 
story, entertained a good gather- 
ing. 

One of the most inspirational 
talks came from Ralph W. Car- 
ney, general sales manager, the 
Coleman Lamp and Stove Co., 
Wichita, Kan., who said in part 
on the subject of salesmanship: 
“The motive power beyond all 
business activity is sales. With- 
out sales, there would be no need 
for bookkeepers, traffic men, ship- 
ping clerks, and even sales man- 
agers. He who sells is the 
apostle and bulwark of all activi- 
ties. In the past and even in the 





present time, too many people 
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wares buyer for Stix, Baer & 
Fuller Co.; first vice-president, E. 
P. Magill, A. S. Boyle Co.; sec- 
ond vice-president, Otto Nieman, 
Mirror Aluminum Co.; secretary- 
treasurer, Bob Janda, Graybar 
Electric Co., and _ sergeant-at- 
arms, Otto Heilman, manufactur- 
ers’ representative. 

Directors, besides the officers 
and the retiring president, E. J. 
Camos, Utility Electric Co., are: 


| I Something about 


The New 1939 Model 240 Series DR 
Manual Oil Controls 


thal you dud ae 





George G. Vogt, C. W. Dempsey, | 
with the Simmons Hardware Co.; | 


F. X. Cain, Graybar Electric Co.; 


L. J. McJay, General Electric Co. | 
and Frank X. Meehan, Meehan 


Electric Co. 


NEW CUSTOMS HOUSE 
GUIDE AVAILABLE 


- The Custom House Guide has 
issued its 1939 New 


rates of duty. and other changes 
brought about by executive or 
legislation action, under each 


paragraph affected in the Tariff | 
Act of 1930 section. U. S. cus- | 
toms regulations have been com- 


pletely revised in accordance 
with the Customs Administrative 
Act of 1938. New rates of duties 
in accordance with United King- 


dom, revised Candadial all pre- | 


vious reciprocal trade agreements 


and changes through executive | 
or legislative action appear op- | 


Tere | 
World’s Fair de luxe annual edi- | 
tion. A new feature this year | 
has been the inclusion of the | 
exact wording of each of the 19 | 
Reciprocal Trade Agreement | 


FUEL COMPENSATOR 


The new A-P Fuel Compensator 
offers quick, simple adjustment for vary- 
ing grades of fuel oil across the country 
as recommended by Space Heater Manu- 
facturers. 


It is an easily accessible ad- 
justment, which automatically takes care 
of the low and high fire setting in one 
operation and at the same time. 


The Fuel Compensator is a 
screw adjustment, plainly marked for the 
extreme variations of oil. Your first in- 
stallation will tell you where The Fuel 
Compensator is to be set and from then 
on every Space Heater installation set at 
the same point will bring the same results 
with the same grade of oil. 


posite each commodity affected | 


in the alphabetical index togeth- 
er with the Tariff Act of 1930 
rates in effect for German goods 


only. A special acts affecting im- | 


ports section has been added 
showing various acts including 
import taxes and processing taxes 
applying to imported merchan- 
dise or products derived there- 
upon. This edition of the Guide, 
published by Custom House 
Guide, Box 7, Station P, Custom 
House, N. Y., is available for 
$15.00 plus postage. 


Display and Talk 
Oil Burning Space 


AUTOMATIC PRODUCTS COMPANY Heaters .. . Twelve 


— "a "ean Months Each Year. 


DEPENDABLE 


THE BY-WORD FOR A-P VALVES 
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GREENLEE 


ENCLOSED 


Your customers will not need to be “high-pres- 
sured” into buying Greenlee Spiral Screw Drivers. 
Just let them see for themselves the advantages 
of being fully enclosed. It won’t take long to 
find that dust and dirt can’t get in, that oil can’t 
get out, and that it is impossible to pinch the 
fingers between the bit chuck and the body of 
the driver. 


Note the illustration to the left. Here the 
driver is fully extended, yet the spiral is entirely 
covered. Note, also, that this arrangement pro- 
vides an unlimited grip for the guiding hand, 
and that the shifter button is next to the handle, 
where it is easily operated with the thumb. 


There are a number of other reasons why 
Greenlee Screw Drivers are easy to sell and why 
they make satisfied customers. Let us give you 
the whole story. Write now and mention the 


name of your jobber. 


GREENLEE TOOL CO. 


1715 Columbia Ave. 
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Rockford, Illinois 














OBITUARIES 


ELWOOD BURDSALL 


Elwood Burdsall, secretary- 
treasurer of the Russell, Burd- 
sall & Ward Bolt and Nut Co., 
Port Chester, N. Y., passed away | 


ELWOOD BURDSALL 


at his home March 10th after an 
illness of six months. He was 
82 years old. 


Upon graduation from Cornell 
University in 1878 with a degree 
of engineering, Mr. Burdsall 
went to work with the bolt and 
nut company which his father 
and William L. Ward had foun- 
ded in 1845 and subsequently 
merged with the William L. 
Ward Co. into the Russell, Burd- 
sall & Ward Bolt and Nut Co. 
He worked in all departments of 
the business, becoming secretary 
in 1901 and _ secretary-treasurer 
in 1915. 


Mr. Burdsall was also presi- 
dent of the First National Bank 
and Trust Co. of Port Chester, a 
director of the Westchester Fire 
Insurance Co., a former presi- 
dent of the Port Chester Board 
of Education and the Port Ches- 
ter Savings Bank. He was foun- 
der of the Port Chester Rotary 
Club, a governor of the Old Port 
Chester Country Club, a member 
of the American Society of Me- 
chanical Engineers and _inter- 
ested in other businesses and or- 
ganizations. 

He leaves three sons, two of 
whom, Richard L. Burdsall and 
Robert H. Burdsall, are asso- 


ciated with the company. 


B. F. EVERROAD 


B. F. Everroad, 76, for 38 years 
house furnishings buyer for the 
Vonnegut Hardware Co., Indian- 





apolis, Ind., passed away recent- 
ly. Before joining the Vonnegut 


company, Mr. Everroad was a 
partner in the Everroad and 
Prunk Tinning and Hardware 
Co. He leaves his widow and a 
daughter. 


JOHN J. CONWAY 


John J. Conway, 61, associate:! 
with The Acme Shear Co., 
Bridgeport, Conn., for 40 years, 
passed away recently of a heart 
condition while enroute to New- 
ark, N. J., to board a plane to 
attend the 1939 National School 
Supply Convention. Mr. Conway 
held the positions of first vice- 
president, treasurer and _ sales 
manager. 

Mr. Conway became associated 
with the Acme company in 1899 
as a clerk. In 1906 he became 
assistant secretary of the corpo- 
ration and in 1910 became assis- 
tant sales manager and export 
manager. In 1936 he was ap- 
pointed vice-president and sales 
manager. He was advanced to 
the first vice-presidency in 1930 
and five years later also became 
treasurer. 

Mr. Conway has been promi- 
nently identified with the Knights 
of Columbus and was a director 
of the Black Rock Bank & Trust 


JOHN J. CONWAY 


Co. of Bridgeport. He has served 
the city in various civic capaci- 
ties. He leaves his widow, two 
sons, and a daughter. His young- 
er brother, Thomas F. Conway, 
is secretary of The Acme Shear 


Co. 


G. H. KERR 


George H. Kerr, Sr., 61 super- 
intendent of the American Swiss 
File and Tool Co., Elizabeth, N. 
J., passed away recently follow- 
ing a long illness. 
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ALBERT JOSEPH FRANK 


Albert Joseph Frank, 43, sales 
promotion manager of the War- 
ren Telechron Company, Ash- 
land, Mass., died suddenly 
March 19, of a heart attack at 
his home in Framingham Center, 
Mass. He joined the Telechron | 
company in 1919, shortly after | 
being mustered out of the Ameri- 
can army. Mr. Frank saw 18 
months’ active service in France. 
He is survived by his wife and | 
two daughters. 





Mfg. Co. He joined the com- 
pany after graduation from the 
University of Chicago in 1914, 
He also acquired a large stock 
interest in the company so that 


upon its recent sale to the A. C. | 


Gilbert Co., New Haven, Conn., 


he was able to retire from busi- 


ness and devote himself to his 
favorite pursuit of travel. 


HENRY DIETERLE 


Henry Dieterle, 73, president 
of the Murphy-Maclay Hardware 


| Co., Great Falls, Mont., since 


| 1919 and an employee of that 


WILLIAM O. COLEMAN, Jr. 


William O. Coleman, Jr.. | 
prominent toy man, passed away | 
suddenly of a heart attack in | 
Guatemala. Mr. Coleman, who | 
was 46, had been on a winter | 
cruise. Mr. Coleman was former | 
president of the American Flyer | 


{company for 49 years, passed 


away recently. Mr. Dieterle 


learned the trade of a sheet | 
metal worker at the age of 16. | 
In 1890 he went to Great Falls | 


and obtained work at the Mur- 
phy-Maclay company. His widow 
and sons survive. 








ST. LOUIS INAUGURATES 
CLEAN-UP CAMPAIGN 


Plans are now under way for 
the 1939 Clean-Up, Paint-Up, 
Plant-Up, Fix-Up Campaign 
sponsored annually by the Civic 
Bureau of the Chamber of Com- 
merce, St. Louis, Mo., with the 
cooperation of the city’s schools, 
newspapers, radio stations and 
numerous civic groups. This 
year’s campaign will be held 
from April 17 to 29. Winner of 
the national contest for the last 
seven years, St. Louis is to have 
an even greater campaign this 
year, according to John J. 
Sheahan, president of the board 
of education, and i charge of 





the work this year. 


METALLIC CARTRIDGES 
SIMPLIFIED PRACTICE 


The current revision of Sim- 
plified Practice Recommendation 
R62-37, Metallic Cartridges, has 
been accorded the required de- 
gree of acceptance by the indus- 
try, and is approved for promul- 
gation as of April 1, 1939, ac- 
cording to an announcement by 
the Division of Simplified Prac- 
tice, National Bureau of Stand- 
ards. The revised recommenda- 
tion will be identified as Sim- 
plified Practice Recommendation 
R62-39. 

This recommendation covers 
the stock varieties of rifle and 
pistol cartridges for all purposes. 
The first revision, promulgated in 
1937, effected a reduction of 24 
per cent in the number of stock 
items, and the current revision 
further reduces the list by 23 
per cent. Compared with the | 
number of varieties of metallic 
cartridges produced prior to the 
development of this project. the | 





APRIL 6, 1939 


| present total shows a net reduc- 


tion of 57 per cent. 
The schedule as now revised 


also shows fewer classifications. | 
It merges under center-fire cart- | 


ridges the items previously 
grouped under center-fire pistol 
and center-fire rifle cartridges. 
In addition to ball, blank, and 
shot center-fire cartridges, the 
program covers rim-fire cartridges 
of similar types. 

Until printed copies are avail- 
able, mimeographed copies of 
this Simplified Practice Recom- 
mendation may be obtained with- 
aut charge from the Division of 
Simplified Practice, National Bu- 
reau of Standards, Washington, 
a <. 


SIMPLIFIED PRACTICE 
FOR METAL LATH 


The Division of Simplified 
Practice of the National Bureau 
of Standards has announced that 
Simplified Practice Recommenda- 
tion R3-36, Metal Lath, has been 
reafirmed without change by the 
standing committee of the indus- 
try. 

This simplification 
lists the weights of stock types. 
of flat, flat rib, %-inch rib, and 
%-inch rib expanded metal lath, 


program 


and of sheet lath. When it first | 
went into effect in 1924, the | 


recommendation effected a vari- 
ety reduction of 101 items reduc- 
ing the items listed as stock by 


the manufacturers from 125 to 24. | 


It was revised in 1928, reaffirmed 
in 1935, and revised again in 
1936. 

Copies of the Recommendation 
may be obtained from the Super- 
intendent of Documents, Govern- 
ment Printing Office, Washing- 
ton, D. C., for five cents each. 





SUMMER CALLS FOR TUCKER'S 
COLORFUL OUTDOOR FURNITURE 





SOMETHING NEW FOR 
SPORTSMEN 


The welcome from dealers already ac- 

corded Tucker’s BACKREST pred‘cts 

an amazing success for it in 1939. 

Light, sturdy, easy to carry, the Back- 
rest folds flat and takes very 
little space. Ideal as a com- 
fort item for bleacher, boat 
or stadium seats. 


FOLDING CHAIR (No. 35) 
IN WHITE OR COLORS 


. y 


This chair is a best seller be- 
cause it fits perfectly into the 
decorative scheme of sun porch- 
es, club rooms, play rooms and 
Beautiful in 


color and design, this chair is 


patios or porches. 


known for durability and 


comfort. 


SUMMER IS DECK CHAIR 
SEASON 


Don’t miss the sales the coming hot 
weather means for these chairs. 
Comfortable, colorful, strongly built, 
the line of No. 40 F.S.C. deck chairs 
comes in a variety of finishes and 
designs. The chair 
shown in cut is the 
complete chair. Others 
can be had_ without 
canopy or foot rest. 


Tucker makes a complete line of camping furniture, 
chairs, tables, stools, and also tents. Write for catalog 
demonstrating complete line. Specify tent catalog if 
desired. 


HANDY CAMP STOOL 


A convenient, easy to carry, com- 
fortable camping item, this stool 
carries the Tucker guarantee for 
quality and workmanship. It is well 
built of hardwood and colorfully 
covered. 

WRITE FOR CATALOG 


TUCKER 


DUCK AND RUBBER COMPANY 
Dept. D-4 Fort Smith, Arkansas 
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ARKANSAS 


Bert Shannon, who has operat- 
ed a grocery store at McRae, 
Ark., is closing that business and 
plans to operate a general hard- 
ware business. He was former- 
ly connected with McCaleb 
Hardware of McRae. 


CALIFORNIA 


Queene L. Lane and Laura Ver 
Mehr have purchased the Em- 
mons Hardware store at 6338 El 
Cajon Ave., San Diego, Calif., 
from A. K. and Rolene I. Em- 


mons. 


H. B. Bennett and Cal F. 
Montgomery are operating the 
Bennett-Montgomery Hardware 


store at 323 South San Pedro St., | 


Long Beach, Calif. 


A certificate to conduct busi- 
ness under the firm name of the 
Stone Hardware Co., 5421 West 
Pico Blvd., Los Angeles, Calif., 
has been issued to Harry Stone. 


The Avis Hardware Co., 105 S. 
Garey Ave., Pomona, Calif., has 
been purchased by S. Block & 
Sons, Los Angeles, who will con- 
tinue to operate the business. 

GEORGIA 

E. Maxwell Smith has opened 
a hardware store in the Smith 
building at Lyona, Ga. Eschol 
Coursey will be manager of the 
firm, which will be known as the 
Smith Hardware Co. 


IDAHO 


The Shelley Hardware 
Shelley, Idaho, has been taken 
over by John Kirk and is now 
known as the Kirk Hardware Co. 


Ca, 


ILLINOIS 
The Periolat Hardware 300 
West Randolph St., Chicago, IIl., 


has discontinued its business. 


KANSAS 


The Gench Brothers hardware 
store is moving from 24 North 


Main St., Fort Scott, Kan., to 
116 E. Wall St., that city. 


MASSACHUSETTS 


The Square Hardware & Paint 
Co. is now in a new location at 
51 Watertown Square, Water- 
town, Mass. 


MISSOURI 











| state, and taken over its manage- 


| 


Eddie Girling of Grant City, | 


Mo., has purchased the Clarke 
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Evans interest in the Cook-Evans 
hardware store at Sheridan, that 
state. 


The Bunting Hardware Co. has 
established a new store at 1014 
Grand Ave., Kansas City, Mo. 


NEW JERSEY 


The Garlock Hardware is now 
in a new location in the Elliott 
block on East Union St., New- 
ark, N. J. 


NEW YORK 


George Beimler has purchased 
the Aug Weber Hardware Co., 
605 Sound View Ave., Bronx, 
New York. 


OHIO 


Following a week’s closing, the 
Gallipolis Hardware Co., Galli- 
polis, Ohio, the store has re- 
opened for business. W. L. In- 
gerick of Huntingdon, has pur- 
chased an interest in it and with 
C. B. Stevers will be active in its 
management. 

Earl E. Grimes of Dayton, 
Ohio, has purchased the Moffey 
Hardware Co. of Osborn, that 


ment. 


The Ashland Hardware, Ash- 





land, Ohio, is now located at 35 
West Main St. 
PENNSYLVANIA 


The House of J. B. Simon & 
Bro., 23 E. Gay St., West 


Chester, Pa., is celebrating its » 


25th anniversary in the hardware | 
business. 


Robert N. Berlin has opened | 
a modern hardware store at 4806 | 
Spruce St., Philadelphia, fea- 
turing housewares. He was 
formerly manager of the Berlin 
Hardware Co., 456-60 North 8th | 
St., Philadelphia, which his two 
brothers, Ralph and George, will 
continue to operate. | 


TEXAS 
Harold Burgess has opened a 


hardware store in Corpus Christi, 
Tex. 


| important 


VIRGINIA 


The Fulcher Hardware Co. 
store has been opened at Galax, 
Va., as successor to the Galax | 
Hardware Co. 


| degree. 


ST. LOUIS SALESMEN 
ASSN. ELECT OFFICERS 


The newly-organized Hard- 
ware Salesmen’s Association, St. 
Louis, Mo., on March 17 elected 
follows: William 
Thien, Nurre Glass Co., presi- 
dent; Joseph E. Schindler, Cres- 
cent Supply Co., vice-president; 
John S. McCarthy, of the Lea- 
cock Sporting Goods Co., secre- 
tary; Arthur Spitzfadden, of the 
Witte Hardware Co., treasurer; 
and Robert Alsop, of Berry 
Brothers Paint Co., chairman of 
the board of directors. 


officers as 


FONES BROTHERS IN 
“QUOTA BUSTERS CLUB” 


Fones Brothers Hardware Co., 
Little Rock, Ark., state distribu- 
tor for the Westinghouse Elec 
tric & Mfg. Co., Mansfield, Ohio, 
has been made a member of the 
“Quota Busters Club,” an honor 
organization for the nine leading 
Westinghouse distributors in the 
country. 

Membership is awarded the 
three leaders in each of three 
classes of distributors, a total 
of 110 organizations having com- 
peted in 1938. W. G. Givens, 
manager of the Fones electrical 
department, received a beautiful 
watch in recognition of his com- 
pany’s achievement. The com- 
pany’s record for 1938 was 130 
per cent of the quota assigned 





to it by Westinghouse. 








SHEFFIELD STEEL CORP. 


ENGINEER 


RECEIVES FRENCH ACADEMY AWARD 


Walter H. Kurtz, 
general superintend- 
ent of maintenance 
of the Sheffield Steel 
Corp., Kansas City, 
Mo., was awarded by 
the French govern- 
ment its Palms d’Ofh- 


| cier d’Academie, one 


of the highest honors 
a man of science, 
arts or literature can 
receive. He was re- 
cently presented with 
this distinguished 
honor and with the 
medals shown here 
by Dr. Hans Schaer- 


' rer, counsular agent 


of Switzerland and 
Dr. Wm. Schaerrer, 
French consul of 
Kansas City. 

The membership in 
the French Academy 
is limited. Candi- 
dates are first elected 
and then approved 
by the Minister of 
National Education of 
France and by the 
Chief of the Bureau 
of the Cabinet. To 
qualify, a candidate 
must have done some noteworthy, 
original and responsible work in 
France; must be a graduate of 
a University of high order and 
have a master of professional 
He must also be the 
author of articles, papers 
books which are considered an 
contribution to his 


with 


or 


profession. 
Mr. Kurtz served in the World 
War as a special technical engi- 


| neer under General W. W. Atter- 


bury, the late president of the 
Pennsylvania Railroad. He 


Walter H. Kurtz 


the medals 


presented by the 
French Government 


served with the general super- 


| intendent of motive power, the 


engineer of construction, and 
with various engineering regi- 
ments of the United States Army, 
and was on detached service with 
the French and Belgium engi- 
neers on locomotive construction 
and railway facilities. In addi- 
tion to being elected an officer 
of the French Academy Mr. Kurtz 
has been decorated by various 





European countries for distin- 
guished service during the World 
| ’ 

War. 
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"IDEAL, JR." Alarm 


Ivory colored metal case, 
polished brass bezel. White 
metal dial with square num- 
erals and _ polished brass 
hands. Unbreakable crystal. 
Top shut-off. Temperature- 
compensated movement. One 
key in the back winds both 


ee —P 2s Have the Right 
$2.50. 7 
Patches for All Guns 


Hii. the lead as headquarters for shooters’ equipment and supplies. 
Along with your guns, ammunition and accessories, stock Hoppe's 
gun protection supplies. 

Feature your stock of Hoppe's Cleaning Patches for all firearms. Right 
for quick, easy gun cleaning with famous Hoppe's No. 9 Solvent. Needed 
every day after shooting. Specially selected clean white cotton flannel, of 

< , correct weave, thickness and strength. Sizes as follows: 

"TROPHY" Wrist Watch Round Patches: No. | for .22 caliber, No. 2 for .22 to .270 and No. 3 
. ; ‘ : = ae for .270 to .35 caliber, 100 Patches in a container. No. 4 for calibers .38 to 
Engraved chromium plated case with stainless > Z 
back, curved to fit the wrist. Metal dial, white .45, also .410 to 20 gauge, 75 in a container. No. 5 for 16 to 12 gauge, 50 
numerals, sumk second dial. Unbreakable crystal. in a container... Oblong Patches—No, 6—for cleaning shotguns with pop- 
Black leather strap or link bracelet. Retail price, ular plug-type shotgun cleaning tools, 50 Patches in a container...Square 

Patches, |'/2"" each way—No. 7—100 in a container. 

All Hoppe's Patches retail at 25c a container. 

With all Patches sell Hoppe’s No. 9 Solvent—for over 
35 years the popular choice for cleaning gun bores. 
Wanted for every kind of firearm. Removes leading, 
metal fouling, all firing residue—prevents rust. 2 oz. bot- 
tles, a dozen in cblorful free counter display container. 
Retail, 35c a bottle. 

Sell Hoppe's Lubricating Oil to keep gun actions live- 
ly, frictionless and to prevent wear. Light, penetrating, 
with high viscosity; never gums. Contains no sulphur. 
Fine too for fishing reels, all light mechanisms. Packed in 
dozens in attractive free counter display containers. 3 oz. 
cans, retail 30c, | oz. cans, retail |5c. 

Hoppe's Gun Grease, specially com- 
pounded and a dependable alkaline 
anti-acid, is the popular preparation 
for rust prevention in all guns placed in 
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"various NEW HAVEN Gimcpicce | Frank a. HOPPE, inc., 2314-A.N. 8th St, Philadelphia, Pa 
r distin- Re resentatives: Ed. W. Simon Co., Inc., 302 B'way, New York ° H. L. Bowlds, 
he World THE NEW HAVEN CLOCK COMPANY, NEW HAVEN, CONN. p * 108 W. 2nd St., Los Angeles * 831 S. W. Vista, Portland 
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F. J. BOURNE, 
salesman for the Hall Hard- 
ware Co., Minneapolis. Minn.. 
was born September 3, 1868, 
in Lyons, N. Y. Like his 
brother, George T. Bourne, 
he moved to Grundy Center, 
Iowa. in 1875 and in 1884 left 
school to follow in his father’s 
footsteps in the hardware busi- 
ness. His first position was 
that of clerk in his father’s 
store in Grundy Center. In 
1898 he became road salesman 
for the Rochester Stamping 
Co. and the Robeson Cutlery 
Co.. Rochester, N. Y., travel- 
ing in Nebraska and the Da- 
kotas. Two years later he 
went with the Robt. Donahue Iron & Steel Co., Burling- 
ton, lowa. and represented them on the road. In 1902 
he joined the forces of the Simmons Hardware Co., St. 
Louis. Mo., where he occupied the positions of claim 
clerk. salesman and assistant sales manager. In 1912 
he became assistant sales manager for the Norvell-Shap- 
leigh Hardware Co., St. Louis, and two years later became 
identified with the Diamond-Simmons Hardware Co., 
Minneapolis, Minn., as house salesman and assistant 
manager. After a one-year period spent with the Hackett, 
Gates Hardware Co., St. Paul, Minn., as manager of the 
railway supply department, he became identified with 


house 


F. J. BOURNE 
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‘ Bourne, in 
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F ifty Y ear 


Club 


the Hall Hardware Co., Minneapolis. in 1928 as claim 
clerk and house salesman. He was a member of the 
board and treasurer of a large city church, in Minne- 
apolis for three years. He has been a member of the Ma- 
sonic Order for the past 48 years and has served a one 
year term as master of his lodge. He is also a member 
of the Scottish Rite and a 32nd degree Mason. Mr. 
Bourne is married and his son, Fred C. Bourne, of Minne- 
apolis represents Hibbard, Spencer Bartlett & Co. of 
Chicago in the Twin Cities and western Wisconsin. He’s 
heginning to think about his hobby at this time of the 
year. It is fishing for which the 10,000 lakes in Minne- 


sota furnish ample opportunity. 


GEORGE T. BOURNE, 
salesman for the Shapleigh 
Hardware Co., St. Louis, Mo., 
was born on September 22. 
1866, in Lyons, N. Y. and 
moved to Grundy Center, Iowa. 
in 1875. He first became 
identified with the hardware 
business in 1882 when he went 
to work in the hardware store 
belonging to his father, J. C. 
Grundy Center. 
where he learned the tinner’s 
trade. In 1890 he became a 
road salesman for the Hawk- 
eye Stove Works -of Burling- 
ton, Iowa, and two years later 
formed the hardware store of 
Schmidt & Bourne of Mar- 
shalltown, Iowa. In 1886 he became a road salesman for 
the Shapleigh Hardware Co. of St. Louis, Mo. Returning 
to the retail field in 1900 he managed the store of the 
Stebbins Hardware Co., Rochester. Minn. In 1910 he 
returned to Shapleigh as assistant sales manager and two 
years later became road salesman in Iowa. Mr. Bourne 
had heart trouble during December, 1938, and on Febru- 
ary 20, of this year, suffered a stroke. He is still confined 
to his bed. Mr. Bourne has received the diamond pin 
from the Shapleigh Hardware Co. emblematic of 25 years 
of continuous service as a road salesman. He is a member 
of the Masonic Order and is a member and a vestryman 
of the Episcopal Church. His hobby is checkers and he 
is said to be one of the best amateur checker players 
in Iowa. 


GEORGE T. BOURNE 
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NORTON 


DOOR CLOSERS 


STRONG— PRECISION 


by the larges 
of door controllin 


No. 4 
RETAILS:-AT 
$2.00 


onUy wane: 


SCREEN 


No. 04 
RETAILS AT 
$3.75 


NORTON 
EXCELLENT 
VALUE 
SCREEN 
DOOR 


CLOSER 
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BUILT 


t exclusive manufacturer 
g devices in the world. 


The No. 4 is a durable long-life 
screen door closer. Made of seamless 
brass. the tube will not rust. The 
bracket, spring holder and hinge 
plate are heavy steel stampings 
which will not break. Special pis- 
ton construction assures constant 
checking. It is packed in individ- 
ual cartens with full attachment 


instructions. 


Model No. 04 has been simplified. 
It requires but two-thirds as many 
parts as No. 4, yet benefits by 
the same expert workmanship and 
high-quality materials. While of- 
fered at a surprisingly low price. 
No. 04 carries a fine reputation 
for satisfactory service. It, too. 
comes in individual cartons with 


instructions. 


Consult Your Jobber or Write to 


NORTON DOOR CLOSER CO. 


Division of the Yale & Towne Mfg. Company 


2900 N. Western Ave., Chicago, Illinois 





The New INNER-FLOW Construction 


Improves Oil Stove Performance 


THE OLD —?2-ply 
wick construction 
Arrows indicate 
irregular path 
of oil through 


THE NEW — wick 
construction with 
extra center ply 
of vertical cords, 


allowing free 


woven cords. passage of oil. 


¥ 


Due to shortened oil path and greater capil- 
larity of straight vertical cords, the new and 
patented Perfection wick produces (1) a quicker, 
hotter flame (2) steadier flame adjustment (3) 
more uniform flame (4) a more accurate fit in 
the wick tube. 


Only the new Inner-Flow Perfection wicks can 
produce such performance. Only by selling 
Perfection wicks can you be sure of customer’s 
greatest satisfaction. A genuine Perfection wick 
can be identified by the red triangle trademark 
and the name “Perfection Inner-Flow” stamped 
on the wick itself. 


Built for Perfection, Puritan and Ivanhoe Oil 
Cookstoves and Water Heaters. New wicks 
are marked No. 331-X replacing No. 331. 


The Mark by Quality 


PERFECTION STOVE COMPANY 


7155-A Platt Ave. e Cleveland, O. 











Leonard Refrigerator 


Four series, made up of nine models, 
are included in the 1939 line announced 
by the Leonard Division, Nash-Kelvin- 











ator Corp., Detroit, Mich. In the line 
is a new low- priced, six - cubic - foot 
model, the Leonard Challenger Six. 
Seven of the new models are finished 
in Permalain, and two have exteriors 
of porcelain. All models, cabinets, of 
which have been completely redesigned, 
feature sturdy and improved hardware 
and attractively-fluted bases. Welded- 
steel construction and extra-thick “Leon- 
ard approved” insulation — hydrolene 
sealed—is used in all the 1939 cabinets. 


Air-Tired Wheelbarrows 


French & Hecht, Inc., Davenport, 
lowa, and Springfield, Ohio, announce 
a complete line of rubber tired wheel- 
barrow wheels for the various barrow 











FOR RETAIL 
HARDWARE 
Re ee 


New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


duties in industry and about the home. 
They are available in roller, ball and 
plain bearing types fitted with either 2 
or 4-ply standard quality rubber tires. 
Maker states the advantages of these 
wheels are in the ability to travel over 
rough or soft ground, over turf or ex- 
pensive floors without damaging and 
without need of planking, and easier 
balancing. Rubber tires absorb arm 
and shoulder shocks. 





Temp-Plate 


Offers a precision thermometer built 
into a modern, streamlined satin-chrome 
switch plate. Maker states red spirit 





will not fade; magnifying lens tube as- 
sures easy reading. Metal guard pro- 
tects thermometer. The American Ther- 
mometer Co., 2917 Clark Ave., St. 
Louis, Mo. 


Johnson Bronze Catalog 


The Johnson Bronze Catalog No. 390 
is completely illustrated and affords a 
comprehensive guide with progressive 
size listing of Johnson general purpose 
bearings in 800 stock sizes, machine 
finished ready for assembly; over 350 
sizes of Universal bronze cored and 
solid bars and over 230 sizes of electric 
motor service bearings listed in both 
alphabetical and _ progressive sizes; 
Johnson lead-base and tin-base babbitt, 
Johnson cast bronze graphited bearings 
and plug type bearings. Johnson 
Bronze Co., New Castle, Pa. 


Boss Water Heaters 


Boss oil burning water heaters are 
made in single and double burner sizes 
for installation in connection with run- 





ning water, gravity feed or force pump 
systems. Heaters are equipped with 
top-speed, long chimney, high powered 
oil burners. Heat is distributed uni- 
formly around double copper coils 


by special baffles. Double jacket 
construction prevents heat radiation. 
Equipped with two-gallon oil tanks. 


Instant control provides fast or slow 
heating. The Huenefeld Co., Cincin- 
nati, Ohio. 


Improved Doo Klip Shear 


The Alliance Mfg. Co., Alliance, Ohio, 
is now making its Doo Klip standard 
grass shear with new, rigidly reinforced 
handles which are said to prevent 
spreading of the blades even when shear 
is under extreme abuse. A heavy re- 
inforcing ridge passes over the entire 
top of the handle. 
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saa McKINNEY 
MAIL 
BOXES 


No. 692 DJ No. 693 DJ No. 694 K No. 695 K 


NATIONAL HARDWARE WEEK SPECIAL No. 39 
Cash in on the Spring Demand for resto tapeoghel 
MAIL BOXES ONE DOZEN MAIL BOXES 


ORDER NOW SPECIAL PRICE TO YOU 3 Only No. 
FROM YOUR JOBBER ‘4 9-90 f 3 Only No. 


4 Only No. 
OR DIRECT | 1 Only No. 
MENTIONING JOBBBER'S NAME F.0.B. PITTSBURGH 


1 Only No. 
McKINNEY MANUFACTURING COMPANY PITTSBURGH, 


bi 
“This new Pr0-Tex Yad 


sure is a past seller!” — 


— 





























Sales records prove it! Dealers in all parts of the coun- 
try are reordering—each time in larger quantities! 
Why? Because the new PRO-TEX Pad, greatly im- 
proved by modern methods of large-scale manufacturing, 
is selling at about one-half of former prices. 
Women are quick to “spot” such outstanding value. IT HAS EVERYTHING YOU WANT 
Are you taking advantage of this demand? . The new and improved PRO-TEX Pad has 101 uses in 
the modern home! Topped with gleaming, durable metal 
over a soft, non-scratching asbestos base, it protects all 
surfaces from heat and scratches. 
Improved construction and appearance. Priced low for 
volume sales at full mark-up. Three popular sizes. 
No wonder the new PRO-TEX Pad is a fast seller! 


Ask your jobber for samples, prices and 
full information, or mail the coupon. 


BALLONOFF METAL PRODUCTS CO. 
5800 Kinsman Rd., Cleveland, Ohio 

Please send promptly, without cost or obligation, a sample of 
the new PRO-TEX Pad, descriptive literature and prices. 


Name. . 
Address. 
Cy. ..-. 
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4ow cost Electrite Fencers 
give me a good profit end 
of the town 





' 5 Year 
Guarantee—Fully Insured 


With low cost Electrite Fencers you can 
win the electric fence business in your 
community. Electrite provides every im- 
portant mechanical feature to talk about 
that high priced Fencers offer. Electrite 
carries a five year guarantee of satis- 
factory operation—will deliver years of 
service to your customers that will make 
them boost you to friends and neighbors. 
Electrite—the only low priced Fencer 
good enough to pass insurance require- 
ments—offers you complete Products Lia- 
bility Insurance protection. 

Priced to meet and beat chain store com- 
petition, Electrite is a store sales leader 
that will bring farmers in to investigate 
this practical, attractively encased Fencer 
that positively holds all stock under all 
soil and weather conditions—saves them 
80% on fencing costs. There are Elec- 
trite models for all farm requirements—bat- 
tery, high line and farm plan controllers. 


Exclusively a hard- 
ware dealer's line, 
Electrite provides a 
complete dealer 
sales help program 
without charge. Ask 
your jobber for 
complete informa- 
tion or write direct 








today for the color- 
ful, free Electrite 
Data Bulletin. 





Electrite Fence 
Company 
Whitewater, Wis. 


Holds All Stock 
249 Knilans Bidg. 











10-lb. Outboard Motor 





Evinrude Motors, Milwaukee, Wis., 
announces a 10-lb. outboard motor, the 
Evinrude Mate, which develops suf- 
ficient horsepower to drive a good sized 
boat at a speed of four miles an hour, 
and a lighter boat or canoe at five miles. 


— 








Motor is said to run 10 hours at full 
speed on a single gallon of fuel. This 
model is complete in every way. No 
desirable or essential features lave been 
left off. Motor is “Hooded Power” type 
with powerhead, carburetor, spark plugs 
and wiring fully enclosed in the hand- 
somely molded, decorative and protect- 
ing aluminum hood. Only starter spool 
is left exposed. 


Amber Handled Trowels 


These trowels are equipped with am- 
ber handles which are said to be un- 
breakable; non-conductive of electricity, 





unaffected by water and weather, and 
will not chip or splinter. Wm. Rose & 
Bros., Sharon Hill, Pa. 





Roller Skate Packages 


Practically the entire roller skate line 
of the D. P. Harris Hdw. & Mfg. Co., 
99 Chambers Street, New York City, has 


been repackaged in cartons, modern in 
structure and design. Some of the 
principal items are illustrated here. 
Cartons were designed and made by the 
Robert Gair Co., Inc., New York City. 
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'm | WHEN DOWEL AND BIT AGREE IN SIZE 
y. No 

re been ’ i 
Baad RUSSELL Jennings Bits are individually “miked” at the THAT'S 


—_— factory. They agree in size with high grade dowel stock. A c ¢ U oe A C y i 


aaa. Such accuracy saves time, not only in doweling but in hun- 

r spool dreds of other jobs where the fitting is fussy! The sizes 
marked on the shanks of Russell Jennings Bits mean what 
they say! 










Every diameter is exact, the screw is always in the cen- 
th am- ter, the lips and spurs are hand-sharpened, there is perfect 
be un- chip clearance, and only the best edge-holding carbon steel, 


tricity. carefully heat treated, is ever 
used. With joiners, cabinet 
| makers, responsible carpenters, 


and that ever growing army of 
serious amateur craftsmen, these 
a points carry tremendous weight. 
EA Be sure to use them when you 
a want to make not only custom- 
ers but friends! 


ee ; If your jobber can not supply 
4 you, send us your order with his 
name. We will see that you are 
r, and | promptly serviced. 
‘ose & 


( © 
84 GENUINE AUGER BITS 
ern in 
of the 


Manufactured Only By THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN., U. S. A. 


here. 
by the 
< City. 



















ACM ane 








VERY WHERE, in all homes, more and more people are using 
“ACME” Ball Bearing Casters. This constantly increasing 
demand makes “ACMES” a profitable item for any hardware 
dealer. “ACMES” roll quietly and smoothly in every direction. 
They roll on floors and floor coverings. Modern in design and 
attractively finished. Stock and sell “ACMES”—the Quality casters. 
THe ScHatz MANUFACTURING Co. 
POUGHKEEPSIE, N. Y. 
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Dec-o-Tape and Figurettes Walking Sprinkler 


Hf BASSIC K Dec-o-Tape and Figurettes make it The Torrent Traveler walking sprin- 
possible to accomplish a neat, profes- kler is said to require no attention and 
sional looking job of room decorations to cut watering costs as much as 40 


D | S PLAY T HAT such as boarders, panels, etc., with a per cent. Designed in three sizes to 
meet all needs. It walks without the 
S E L L S Qualily i | ee | ae aid of any other mechanism and follows 
Coma bl) Leming path laid out by the hose, walking back 

we ae , along it until hydrant is reached when 


CASTERS i 4 hee “ it shuts itself off. All models can he 
















adjusted for speed, width and depth of 
coverage. Automotive Sprinkler Co., 
minimum of expense. They are easily North Platte, Neb. 

applied, being ready to stick on, requir- 
ing no moistening, glue, or other means 
vf application. They are offered in a 
sales-stimulating counter merchandiser. 





Rope Calculator 



















iit i : containing 82 assorted rolls of Dec-o- The Columbian Automatic chart en- 
is play card, is given to you at no 7 Tape and 48 assortments of Figurette ables dealers to figure the selling price 
ig packets. They are durable, waterproof of a hundred feet of rope when he sells 


with the Bas 
‘charge sick on and may be washed with a damp cloth. 
Z iron ge Rae lee a $997 : Van Cleef Bros., Chicago, Ml. 


THE QUALITY. GROUP New Du Bay Packets 


The Bayer-Semesan Co., Wilmington, 
35 Sets of Casters, , Del., has announced a new one-third 


Slides and Sockets; . A ounce envelope package of “Semesan” 





i to retail at 10 cents, and a two-ounce 
envelope of “Semesan Jr.” to retail at 
15 cents. Both envelopes are packed 
in attractive display cartons holding 12. 


DIAMOND DART. 
FULL FLOATING” ~~~ ~ 
BALL BEARING CASTERS 
“the finest household casters 
that hove ever been availa- 
ble at economical prices. 
Three sizes, 1%", 1%" and 2" 

- diam. wheels. 








‘S 
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<> 
SEMESAN 


Disinfectant for 
SEEDS, BULBS AND 
CERTAIN PLANTS 





7) 

ta 

— m4 
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DETACHABLE METAL. 
BED CASTER SOCKETS 
Six sizes... Made to fit in metal _ 


bed legs with the. same size 
holes as those on back of 


it by the pound and provides a complete 
strength and weight chart for Colum- 
bian rope. It also has the added advan- 
tage of figuring any desired mark-up. 
This chart is supplied free to dealers 


Sate 
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displey re Altractive counter displays, new color- handling Columbian rope and who give 
ful window streamers, descriptive crop the company their wholesaler’s name. 
“DIAMOND DART BALL sbAcie ee pamphlets, newspaper mats and electros Columbian Rope Co., Auburn, N. Y. 


and suggested sales letters for mailing 
to farmers, are available. 


seats CASTERS 





purposes. Two 
and1%" diam- 









Free Gift Order 


“Things to Make With Dry Bat- 
teries,” is a new book offered by the 


Baht Oe LO RE Oe SPN 





fewer as setae 6 10 map Ree 8. te 
Baa Cy ny eer by ony a F 










Burgess Battery Co., Freeport, IIl., as Seeger ES 
a free gift order with the Burgess Ss 3 eet 





i SSS ey. Sarecageaaaeee © 









Little-Six and Twin-Six ignition bat- 
teries. The book gives complete in- 
structions on how to make electrical 
7 toys that work. The dealer’s promotion 
Ee VON R IO BE Fy as consist of a large six-color counter dis- 
THE BASSICK COMPANY play featuring six free booklets, the 
4 above mentioned book, 12 4FH igni- 
Bridgeport Connecticut tion and two Twin-Six batteries. Two 
in J window streamers illustrated in three 
colors, size 8 by 22% in., are included 
with each deal. 
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Star Thrift Package 


A large economy package containing 
12 star blades, retailing for 25 cents, is 
being offered by the Star Blade Divi- 
sion, American Safety Razor Corp., 






. sprin- 
on and 
as 40 
izes to 
nut the 
follows 
ig back 
1 when 
can he 


A NEW 1 


FOR YOUR ooh” DEPT. 





=— J 





2pth of 
, ca, 
Here it is! The new Keil PICK-PROOF Cyl- 
inder in Rim and Mortise style—an item 
art cn- that can be sold in any store. It has quality 
B price that appeals to high grade buyers, its price* 


1e sells appeals to all. 





Brooklyn, N. Y. This new package is 
designed to increase units sales. Attrac- 
tive new vending cards contain six 
packages. Free window material, in- 


cluding streamers and posters in bright 
| 


colors, are available. 


Turnbuckle Assortment 


The No. 400 assortment includes the 
most popular sizes of Wizard turn- 
buckles. The assortment is attractively 
arranged and copvenient sales help. 
Panel is seven by 16 in. It has neat 
black finish which forms a_ suitable 
background for the bright cadmium 
plating of the turnbuckles making up 
the assortment. Edward W. Daniel, 4057 





Feature this item and watch its sales move 
up. Sell one with every high grade lock. 
Suggest replacements where old locks are 
still in service. Almost every home in town 
can use one, certainly every store—then sell 
to every factory, office and the like, and 
you'll see some real nice business coming in. 


And you can get behind this cylinder with all 


*Ash for prices 
—you will be 
surprised how 
reasonable the 


the push you want because: 


1 





are. 


It’s a high grade cylinder—a Keil Quality item 
through and through—is worth the money, any 
day. 


The PRICE is RIGHT for quick, clean sales. The 
profit is RIGHT for you. 


St. Clai cleveland, io. ° 
mplete t air Avenue, Cleveland, Ohio Supplied —— so 
Colum- 
advan- a 
rk-up. It can be master keyed. And like the many other 
lealers items we offer vou. it is made and guaranteed 
10 give by— 
name. 
* 4 
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FRANCIS KEIL & SON, INC. 
NEW YORK, N. Y. 


Direct Factory Branches: Chicago, Detroit 











Pick - 


LOCK CYLINDER 








Cheney Ripping Nailer 


The Henry Cheney Hammer Corp., 
Little Falls, N. Y., announces a new 
number in their line of nail holding 
hammers—the Ripping Nailer No. 944, 


equipped with a patented nail holding 
device. This new nailer was designed 
to perform all of the work of a ripping 
hammer as well as that of a regular 
claw hammer. It is made in the 18- 
ounce type, which mechanics claim is 
heavy enough to do the work, yet light 
enough not to tire the arm when the 
nailer is used steadily. Claw is almost 
straight for ripping up boards or split- 
ting them. Slight curve in claw is for 


Grass Shears 


Improved “Clean Clipper” grass 
shears are said to cut easily tough, 
heavy clumps or soft, fine new grass. 
They are equipped with comfortable 
high lift handles and are of forged steel 
throughout. Blades stay in proper ad- 
justment and are hollow ground full- 
polished, 6 in. in size. Enamel finished 
handles have high lift-feature to keep 
them up out of grass and dirt. Tool is 


greater ease in drawing nails and for 
operation of the nail holding device for 
starting nails. A new round face and 
neck were specially designed with the 
face, larger in diameter for ease in driv 
ing nails. The Cheney sales maker dis- 
play contains 12 of these nailers plus 
one nailer chained to the display for 
demonstrations. 


Steel Seed Bins 


These new welded steel bins for 
stocks of bulk seeds are portable and 


easy to clean. Their all-steel construc- 


tion eliminates rat and worm infesta 
tion, danger of splinters in clerks’ hands 
and assures durability. They are fin 
ished in baked synthetic enamel. Stac/- 
hin Corp. Providence, R. I. 


12 in. over all. Suggested retail selling 
price, $1.50. Also illustrated is the new 
“Ezy-Cut” grass shears—a 12 in. tool 
with blade 6 in. long. They are shaped 
to fit the hand naturally and have a 
“squeeze-motion” action. Cutlery steel 
blades are self-adjusting. 
retail selling price, $1.00. Seymour 
Smith & Son, Inc., Oakville, Conn. 


Suggested 


Glass Letter Box 


The “Visible Mail” glass letter box 
saves unnecessary trips to the mail box 
and exposure to inclement weather, 
since the mail is easily discernible from 


a window. The box is suitable for all 
types of homes. Hardware at top is 
rust-proofed with cadmium. Lid is self- 
closing and door at bottom catches mail 
when opened. George F. Collins & Co., 
Sapulpa, Okla. 


(ceneral Hardware Catalog 


Baker, Hamilton & Pacific Co., San 
Francisco, Calif., has issued a new 
catalog, No. 10, of more than 3,100 
pages on its lines of general hardware. 
automobile accessories, house furnish- 
ings, brass goods and metal, mill, mine 
and railroad supplies, paints and var- 
nishes, bicycles and sundries, iron and 
steel commodities, cutlery and sporting 
goods, electrical and radio supplies, 
fishing tackle, pneumatic water systems, 
pipe and fittings, builders’ and shelf 
hardware, engineering steam specialties, 
pumps and gasoline engines, farming, 
gardening and lumbering tools and me- 
chanics’ and contractors’ tools. 
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BERNARD SPRING BELT PUNCH 


Revolving Head—Drive Tubes 
FOUR TUBE No. 384 — NEW “LODI” MODEL — SIX TUBE No. 386 


Here is a popular priced Belt Punch you can SELL. Light yet strong and durable. The revolving head is firmly 
braced between ribbed steel struts and held rigidly on center when punching hole. Index spring is heat treated. 
Drive tubes are easily replaced and may be had in nine sizes. This is a value you can't match. Right now is 
when they sell best. Order through your jobber. Or write us for prices giving your jobber's name. 


Ask us about our spe- MADE. IN U.S.A. BY Our catalog shows 


THE WM. SCHOLLHORN CO. 


cial deal No. 646 As- 
sortment. Mention 
Hardware Age. 


other items you can 
make a profit on. Ask 
us for it. 





NEW HAVEN, CONN. 
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m= AMES SOCKET FORKS 


Mav 6 (Hay, Header, Manure and Spading Forks) 


1 ©) BUD) 5 Faun 












A B W PRO DU Sy, ~) Above is a cross-section view of the Ames Socket Fork. From this you 
SHOVELS « SPADES » SCOOPS will see that head and socket are one piece of steel. By having the head 
FORKS « HOES « RAKES and socket an integral unit, the fork is strengthened at the bend or 
POST HOLE DIGGERS socket. This is but one of a number of exclusive features you will find 
AGRICULTURE HANDLES in the ABW Steel Goods Line. Each fork is heat treated and tested. 
Ask your Jobber about the ABW Line of Forks, Hoes and Rakes, 
€ XY then examine these fine tools and you will readily understand why 
4 ~ AMES - they have been received with enthusiasm by buyers of Steel Goods. 


1774 > 














AMES BALDWIN WYOMING CO. 


PARKERSBURG, W. VA. NORTH EASTON, MASS 
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As Modern 


do 
TOMORROW 


Finished in rich black 
baked-on enamel pol- 
ished aluminum blades 


L 4 Ss T and mes plated 
guard. 


This streamlined beauty is the new 
Deluxe 16-inch SIGNAL 3-speed Fan. 
It is modern in styling and engineering. 
Some of the outstanding features are 
enclosed oscillating unit with push but- 
ton control, slow speed motor, greater 
air delivery, wide sweeping fan blades 
and unusual quietness. 
THE NEW SIGNAL 


AUTOMATIC WALL BOX 
KITCHEN VENT FAN 


ADJUSTABLE 
FLOOR MODEL 
PEDESTAL FAN 


ONLY $24.00 
LIST 


For permanent instal- 
lation—telescopic de- 

sign—sizes to fit walls 

7" to 24" thick—l0" typeswiteh, 
quiet type fan—motor 5 speeds. 
rubber mounted, oper- $35.00 
ates by opening and LIST 
closing door. 


Write for 1939 fan catalog, 


merchandising program and 
prices. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


Offices in all principal cities 











General Purpose Vise 


“Quickvise”—is portable, weighing 
3% lbs. It is instantly adjusted to any 
angle. It can be attached to any handy 








object and it can be detached quickly 
and used as a convenient clamp. Can 
be lowered to below bench level, out 
of the way when not in use. List price, 
$3.00. Emco Mfg. Co.. 784 Gladys Ave., 
Los Angeles Calif. 


Oil Circulating Heaters 


Four attractive, modern models com- 
prise the new Evanoil “Forced Aire” 
line of oil circulating heaters. These 
units feature reversed, forced air heat- 
ing. By means of a silent, powerful 
“synchor-float” fan (spring suspended) 
a steady flow of warm air is delivered 
across the room at floor level, preventing 
congestion of wasted heat at ceiling. In 
summer, without heat and fan operat- 
ing, the Evanoil may be utilized for 
unrefrigerated summer cooling. Evanoil 


is available in a variety of sizes with 


heat output ranging from 30,000 to 70.- 


ae gegpmees 
5% 
fe 


ye e: 

000 B.T.U. A standard line of heates 
without fan equipment is also offered. 
Evans Products Co., Detroit, Mich. 


Stove Catalog 


The United Stove Co., Ypsilanti, 
Mich., has issued a new catalog in 
which its 1939 line of oil ranges, stoves 
and heaters, is announced. 


Daisy Items ° 


The Daisy Mfg. Co., Plymouth, Mass., 
is introducing the Lone Scout air rifle 
featuring a “Lightning-Loader” shot 
magazine, a device which the company 
states makes this rifle the easiest and 
fastest loading air rifle. Lone Scout 
Carbine’s other features are: genuine 
western carbine appearance; adjustable 
double-notch rear sight; 500 shot re- 


peater; wooden fore-piece, and pistol 
grip stock. Suggested retail selling 
price is $2.50. Other new Daisy items 
are the No. 100 single shot air rifle 
retailing for $1.00 and the cork ball 
repeater which shoots 20 corks without 
reloading. Packed in brilliantly colored 
carton with 10 cork balls, it retails for 
75 cents. 


Dexter Washers 

The 1939 Dexter line includes such 
features as the Dexter-built wringer, 
and attractive designing. Leading the 
lines are the two twin tub models the 
Fastwin and the Thriftwin. These 
models have been made more compact 


and more convenient to operate. In 
single tub models the line is ultra 
modern, featuring six models, the Cen- 
tury, Defender, Cavalier in gleaming 
white, Ace, Trump in Heliotan and the 
Windsor in Heliotan and black. In 
addition to the electric models, the 
company also offers four gas motor ma- 
chines, a twin tub and three single 
tubs. Literature on the line is avail- 
able. The Dexter Co., Fairfield, Iowa. 
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No..1740 
Perfection Wrought Stee! 
Screen Door Set 


No. 1735 
Wrought Steel 
Screen Door Set 






No. 740 





No. 929 





No. 920 


No. 724 


CATALOG ON REQUEST 


RIFFIN 


anufacturing Company 


ERIE. PENNSYLVANIA 








AGENTS: 
NEW YORK: 45 Warren St. | BOSTON: 100 Purchase St. 
CHICAGO: 162 N. Clinton St. SAN FRANCISCO: 703 Market St. 








Operation: A TOUCH and it 
LIFTS itself. Another touch 
and itautomatically resumes — 
troning position—no lifting or tilting. 


BANISHES “IRON-FATIGUE”—eliminates all those wearying, 
wasted motions of lifting and tilting associated with old 
methods of ironing. All a woman does is glide the Never- 
Lift. Heat does the rest. 


NEW 3-SPEED SELECTOR—adjustable for the individual’s per- 
sonal ironing speed. Genuine gold alloy thermostat con- 
tacts; air-cooled, more restful = a new streamlined 
design. 3-Year Guarantee. 30-Day Money-Back Offer. 


The Never-Lift is a marvel of engineering and manufac- 
turing skill. We believe, without question, that this is the 
finest iron on the market. It retails at $12.50. At this 
price it is not only well worth the additional cost to your 
customer in increased ironing ease but is a more profit- 
able unit of sale for you. 


Promotion includes attractive folders in color, a knock- 
down display, flashy window and counter displays. Never- 
Lift is being advertised in metropolitan newspapers. 


AND 3 NEW ROAST-OR-GRILLES 
FOR EVERY PURSE AND PURPOSE 


NEW MODEL 120 Big Family 
Economy Roast-or-Grille in heat- 
resisting white enamel and cobalt 
blue. Vitaly lid with prop. 18-qt. 
capacity. Lift-or-Tilt Hinge. New 
rack with 4 broiling positions. New 
3-piece glass dish set. A.C. only, 
1320 watts—$24.95. Removable 
broiler unit only $2.50 additional. 
Also new Table, $2.50. Write for 
details. 

NEW oval Proctor Roast-or- 
Grilles at $19.95 and $17.95. 
Broiler units only $2.00 extra. 


STYLED for SERVICE ¢ Build Your Sales Around 


roe PROCTOR wine For '39 


PROCTOR ELECTRIC COMPANY, 7th & Tabor Road, Philadelphia, Pa. 
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General view of the exhibits at the Supplee-Biddle Fair as 
seen from the stage in the ballroom of the Broadwood Hotel 





Supplee-Biddle Fair Draws 2,200 Dealers 


ORE than 2,200 dealers 
M visited the mammoth 
fifth annual merchandis- 
ing fair sponsored by the Sup- 
plee-Biddle Hardware Co., Phila- 
delphia, Pa. Special trains brought 
the dealers from such points as 
Providence, R. I., Connecticut, 
New York City, Washington, D. C., 
Baltimore, Md., Harrisburg and 
Lancaster, Pa., as well as the east- 
ern seashore points. Bus connec- 
tions were made from Scranton, 
Wilkes-Barre, Easton, Pa., and 
northern New Jersey towns. 

During the four days of the 
show, which was held March 6 to 
9, in the ballroom of the Broad- 
wood Hotel, Philadelphia, the deal- 
ers were provided with an excel- 
lent opportunity to view hundreds 
of seasonal items arranged in at- 
tractive and attention-compelling 
displays. Every important sup- 
plier of the wholesale concern was 
represented with attractive dis- 
plays. Factory men were on hand 
to aid the dealers in making their 
selections. 

In addition to the exhibits of 
the high grade quality lines regu- 
larly distributed by the company, 
the dealers were shown competi- 
tive grade merchandise. Several 
major advertising programs for 
dealers use were also presented. 


A feature of the banquet given 
to exhibitors was the distribution 
of the March 7 issue of the Phila- 
delphia Daily News which devoted 
its front and rear pages to pictures 
of the show and a tribute to Wm. 
Geo. Steltz, president of the Sup- 
plee-Biddle Hardware Co. The 
newspapers were distributed by 
girls in the company’s employ, 
dressed in appropriate uniform. 

The tribute to Mr. Steltz, which 
was written by an associate, told 
of his hardware career from the 
time he left school at the age of 1] 


/ 





and of his unlimited energy in fur- 
thering the interests of the com- 
pany which he heads. It described 
the company’s “Billy and Ruth” 
book, a toy booklet for consumer 
use which is distributed by 16 
wholesalers in 35 states and which 
in 1938 had a circulation of 2,- 
000,000. Another important dealer 
promotion originated by Mr. 
Steltz is the “Henry” book which 
helps the independent dealer in 
merchandising garden tools. 
Assisting Mr. Steltz to stage suc 
cessfully the giant exhibit which 


at 


eSeE 


é 


Display of Supplee-Biddle advertising promotions at the fair. 
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THAT WOMEN WILL BUY THE SCREWIEST 
HATS BECAUSE OF A FAD..... 












NOTHING BUT 


B/SSELL 


PLEASE! 
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.... YET INS/IST ON THE SAME MAKE OF 


SWEEPER THEIR GRANDMOTHERS BOUGHT! 








The LAST 10% 
HAS THE PROFIT 


AND YOU GET IT WHEN YOU 


Feature 
POL-MER-IK 




















HERE'S WHY: 


Three generations of housewives (Since 1876!) 
have bought Bissells. 


During this time Bissell has advertised so 
generously—built such a splendid reputation 
on performance—that today Bissell sells many 
times over the number of all other sweepers 
combined. Moreover, women are buying 
Bissells to replace their old sweepers of any 
make. And such replacements account for 
67% of Bissell sales. 

Add to this the fact that Bissells carry a gen- 
erous mark up, have a high turnover and a high 
unit sale—doesn’t it seem like downright busi- 
ness shrewdness to display Bissells promi- 


nently in your store; to encourage your sales- 
people to push them? 


Srerybudy? pushing casey / 


BISSELL CARPET SWEEPER COMPANY 


GRAND RAPIDS, MICHIGAN 
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LINSEED OIL 


IN CANS 


NO LOSSES 
NO FOOTS 
NO DRIPS 


NO OVER- 
MEASURING 


YOU'VE GOT to sell all 
of what you buy to make 
a profit. With bulk selling 
of Linseed Oil in drums, 
you're never sure. With Pol-mer-ik Linseed Oil in 
Cans, you’re sure and certain. You buy a can. You 
sell a can. There's no depreciation. You sell 100% of 
what you buy. That's cleaning up. It’s the modern 
way to make money on the sale of linseed oil. 


The Extra Value of Cooked Oil at No Extra Cost 


BESIDES making more money for you, Pol-mer-ik linseed oil 
in cans, enables you to deliver an Extra Value to your trade, 
at no Extra Cost — the extra value of cooked oil, which makes 
paint jobs last longer and look better. Write today for the com- 
plete Story of Pol-mer-ik in Cans. 
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ARCHER DANIELS MIDLAND COMPANY 


PRO F | T Roanoke Building, Minneapoli 


You do the packaging. We do the selling. We make more 
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WITH money. That appeals to us. Send the Story. 
POL-MER-IK 
DE ikiededesdnedetssttibsdscndeseducoessennhe 
LINSEED OIL 
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STARTS AT 
ANY ANGLE 


MILFORD 
FLEXIBLE 


HACK SAW BLADES 
WITH EASY-STARTING TEETH 


An exclusive advantage. 
Approved by thousands of 
users bcause it is the most 
practical for every purpose. 


I. Starts cut at any 
angle. 

2. Teeth will not 
catch in corners. 

3. No scraping to be- 
gin cut. 

4. Reduces cutting 
time. 

5. Will not slip off 
cutting line. 

6. Distributes wear 

Full length of 

blade. 


THERE IS NO WRONG WAY TO 
USE DUPLEX BLADES. 


Ask your wholesaler for MILFORD 
Duplex blades. They cost no more than 
the old fashioned saw. 


THE HENRY 6. THOMPSON 
& SON CO 


Saw Makers For Over Half A Century 


President Wm. Geo. Steltz and some of his associates 
who aided him in making the Fair an outstanding success. 


the company sponsors annually, 
were Roy G. Geppinger and Louis 
B. Dreifus, assistant vice-presi- 
dents. Mr. Geppinger who is also 
assistant sales manager has been 
associated with the company since 
1916, starting as an order clerk. 
When Mr. Steltz was made presi- 


dent, he was appointed assistant 
sales manager. 

Mr. Dreifus has been with the 
company since 1919, starting as a 
stock boy. In addition to being 
an assistant vice-president, he is 
buyer of housefurnishing, electri- 
cal and automotive merchandise. 
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View of the stage as seen from the floor of the exhibit hall. 
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CLOVER 


Quality and Service Since 1907 


ABRASIVE-COATED PAPERS . CLOTHS 
GRINDING »" LAPPING COMPOUNDS 


CLOVER MFG. CO. Norwatk, Conn. 

















A Fine Display 
for the Finest 


PADLOCKS 


(Eagle No. 04851 Series) 


Y excte Box co 
' 26 Warren Street -- New York 


Branch Offices: 
921 Commerce St. 179N. Franklin St. 114 Bedford St. 
Philadelphia, Pa. Chicago, Ill. Boston, Mass. 
Works at Terryville, Conn, 


EAGLE LOCK COMPANY 
(Nearest Address) R U S H 


| 
We are interested in the DISPLAY, complete, as ; 
| 
| 
I 





pormenremerrn a pee 





To Increase Your Sale of Eagle 





wo = Highest Quality Extruded Metal 

ye) Pin Tumbler Modern Padlocks | Wsstrated. to hold four No. 04051 Series Eagle 
Here it is—Just what you asked for to increase 
Quality Padlock Sales: A sturdy Display that takes up 


little counter space. The Modern Two-Tone beauty of Se: seta hen tarsrnseninendensennostss | 
the EAGLE No. 04851 Series PADLOCKS stands out in | 
vivid contrast to the black wood panel. Keys, hung | NAME ............cccccccccseseeeeeeseeeees 
on hooks, encourage demonstration of the four popu- 

lar sizes shown. Ask your Jobber. I 
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peciaiy PECORA 


OFFER/ 


NEW 1939 


STREAMLIN 


HIGH PRESSURE 
CARTRIDGE 


Introduces 


E 


CALKING 


It’s new, it’s improved, it’s the best calking 
gun that practical experience has developed 


for present day use. 


With this gun, 


the 


calking compound is forced under high pres- 
sure (the only way to get really good calk- 
ing results) into building joints, especially 


the openings around window and 
frames. 


weathertight, and reduces fuel bills. 


door 


Stops drafts, helps make homes 


Pecora Calking Compound in non-refillable 
metal cartridges holding approximately one 


quart, is available for this gun. 
can be changed in a matter of seconds. 
messy refilling of cylinder. No waste. 
loss of time. 


Cartridges 


No 
No 


And architects and builders 


will tell you that money cannot buy a better 


calking compound. 


This Gun 
With 3 Nozzles and 


4 Filled Cartridges 
Shipped Express Collect 
> 


7.00 


- WRITE 
FOR 
BOOKLETS 






Pecora Paint Company, Ine. 


Member of Preducers’ Council, Inc. 


Lawrence & Venango Sits., Phila., Pa. 
Established 1802 by Smith Bowen 






WHO WANTS TO 
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IN A DRAFTY HOUSE ? 
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The Dealer’s Responsibility to the Wholesaler 


(Continued from page 56) 


to survive the ruthless onslaught 
of the national chain store. Please 
do not misunderstand me. I do 
not wholly condemn chain stores. 
| believe they have a place in the 
distribution of merchandise but | 
do not believe they should take 
the place of the orderly manufac- 
turer-wholesaler-retailer type of 
distribution so far as hardware 
lines are concerned. 

Retailers can meet this problem 
by doing as good a merchandising 
job as the chains are doing. They 
are spending thousands each year 
testing public acceptance of mer- 
chandise. You need only copy their 
advertising and display ideas. 

When you and I were young- 
sters the hardware store was the 
only place where hardware could 
be obtained and we formed the 
habit of looking on the hardware 
store as the one indispensable in- 
stitution in the community. We 
went to town with our parents and 
always went to the hardware store 
for such needs. But today when 
kiddies go to town with their 
mothers they go to chain stores 
because of the irresistible appeal 
to women-folk. The youngsters 
tag along today and they too have 
an opportunity to see fine chains. 
At evening-time, mother tells at 
the dinner table what a bargain 
she got and what a grand place 
“Whosit’s Store” is in which to 
shop. Who dares question the in- 
fluence of mass approval on the 
plastic mind of,a child? And here 
vou have the well - formed chain 
store habit. 

After totally ignoring the chains 
as merely racket stores for so 
many years we wake up to find 
that just about every profitable 
item that can be sold in the hard- 
ware store is being beautifully 
merchandised by these master 
merchandisers and here is another 
factor too often overlooked in 
hardware merchandising. 

The point I wish to make is 
that this new crop of homemakers 
have no quarrel with the hardware 
man. They do not even know he 
exists, because he has made no bid 
for their business. 

If the hardware business is to be 
saved for the hardware man, then 


we must do more than sympathize 
with each other at these conven- 
tions. We wholesalers must ac- 
cept our responsibility as _ the 
dealer’s strong arm and the dealer 
in turn must accept his responsi- 
bility and cooperate with the 
wholesaler who is equipped to do 
those things for him which he 
cannot do for himself. 

Working together intelligently. 
each accepting his share of the re- 
sponsibility, we have nothing to 
fear. 


Petticoat Insolvency 
(Continued from page 62) 


ones can and do put crimps in any 
number of his pet plans. When his 
initiative is negative these wife ac- 
tivities accelerate. Wives frequent- 
ly nag good men into seeking jobs 
with more progressive employers. 
The loss of a good man or two is 
often the prelude to a retail col- 
lapse. 

Certainly. sales managers are 
not to blame for all the convulsions 
which rock the tranquillity of re- 
tailing. Frequently one merely 
marries a woman who goes down 
town every day and visits the store 
each time she is on Main Street. 
Some such ladies become a com- 
mittee of one. They observe and 
advise. They don’t see eye-to-eye 
with a man and their suggestions 
are not uniformly kind and consid- 
erate. 

When they feel the urge to sug- 
gest they don’t defer their recom- 
mendations. Sometimes one will 
most pointedly call her husband to 
one side. She intends to be lady- 
like but she doesn’t know how. She 
speaks her mind and clerks read 
the signs. No weather man has it 
on a clerk when it comes to read- 
ing that kind of storm warnings. 

Little as there may be to ad- 
mire in some women’s husbands, 
that, and that only, should be in a 
wife’s mind when she visits his 
store. If a man’s wife fails to show 
respect for him his clerks are not 
apt to. They may grant him a 
veneer of deference but it isn’t the 
real thing and clerks will usually 
lay down on any employer for 
whom they can’t stand up. 
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Circular Saws With 
Diamond Teeth Are 
Made in This Country 


N the “Hardware Facts” cartoon, 

by Robert Pilgrim, on page 106 
of the Feb. 9, 1939 issue of Harp- 
WARE AGE appeared a picture and 
brief item regarding circular saws 
with diamond teeth as made in 
England. A letter from K. W. At- 
kins, vice-president, E. C. Atkins & 
Co., Inc., Indianapolis, Ind., advises 
that these diamond tooth circular 
saws are also made in the U. S. A. 
by Atkins and other American saw 
makers. That part of the cartoon 
showing this item is reproduced 
here. Mr. Atkins’ letter follows: 

“The writer has noticed your 
column on ‘Hardware Facts’ where- 
in you show a picture of a large 
circular saw with diamond teeth, 
manufactured over in England. 

“We and other American saw 
manufacturers have made these saws 
for some 20 or 30 odd years. The 
saws are manufactured for cutting 
stone quarried in this country, espe- 
cially in the limestone area around 
Indiana. The saws have inserted 
teeth and are made in diameters up 
to 96 in. 

“I might also add that the teeth 
in these saws are not a permanent 
proposition by any means, nor have 
they been on the English type of 
saw, as the diamonds do chip and 
wear and must be geplaced at vari- 
ous intervals. 

“The various saw manufacturers 
in this country do not put the dia- 
monds in these teeth themselves. We 
manufacture the saw plate itself and 
the W. F. Myers Company of 
Bedford, Indiana, furnish diamond 
pointed teeth, the diamonds being 
inserted in the steel of the tooth.” 


FOR E Ww 
TSETH ARE EXPECTED TO WEAR INDEFINITELY. 
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A product of the General Elec- 
tric Company for more than 45 
years, General Electric Fans are 
known the world over for their 
high-quality construction, effi- 
cient operation, and long life. 


And because General Electric 
Fans are dependable, we back 
them up with what we believe 
to be the most liberal service 
policy in the fan industry—a 
service policy that provides 
immediate and free replace- 
ment of any G-E Fan found 
defective in material or work- 
manship during the warranty 
period 


Carry General Electric Fans 
this year and enjoy the profit 
opportunity, extended you by 
the best known and most com- 
plete line of high-quality fans 
in the industry. You go for 
them—and they'll go for you! 


APPLIANCE AND MERC 
GENERAL ELECTRIC CO 


J 
~~ 


Have you seen the unique 
G-E Fan Portfolio, “LET'S GET 
DOWN TO BRASS TACKS’? 
The salesman of your nearest 
General Electric Fan Distribu- 
tor has a copy. Ask to see if 
when he next calls. You'll find 
it chock-full of sound advice! 


HANDISE DEPARTMENT 
BRIDGEPORT, CONN 


GENERAL‘; ELECTRIC 








George D. Krause, Geo. Krause Hardware Co., Lebanon, Pa., treasurer, Pennsylvania Wholesale 
Hardware & Supply Association, who is the only surviving charter member of the association; 


Sherrill Sherman, Roberts Hardware Co., Utica, N. Y., president, New York State Wholesale Hard- 
ware Jobbers Association; George A. Rick, Stichter Hardware Co., Reading, Pa., president of the 
Pennsylvania association; Sam B. Smith, Steinman Hardware Co., Lancaster, Pa., secretary of the 
Pennsylvania group, and Max Krause, Geo. Krause Hardware Co., second vice-president and assist- 
ant treasurer of the Pennsylvania Wholesale Hardware & Supply Association. 


Wholesale Hardware Groups 
Endorse Fair Trade Acts 


RESULUTLON = unanimuusly 

approving the purposes of the 
Trade Acts in Pennsylvania 
and New York was passed at the 
two day convention of the Pennsy]- 
vania Wholesale Hardware & Supply 
Association, at which members of 
the New York Wholesale Hardware 
Jobbers Association were also 
present. The convention, held March 
23 and 24 at the Hotel Astor, New 
York City, was the 39th annual 
session of the Pennsylvania organi- 
zation. 

There were 34 men present at the 
meeting, representing 23 Pennsyl- 
vania companies and eight New 
York concerns. A resolution was 
passed stating that the Pennsylvania 
Wholesale Hardware & Supply As- 
sociation and the New York State 
Wholesale Hardware Jobbers Asso- 
ciation approve the purposes of the 
Fair Trade Acts of their respective 
states and particularly mentioned 
that this approval be called to the 
attention of manufacturers of guns 
and ammunition. 

George A. Rick, president, Stichter 
Hardware Co., Reading, Pa., and 
president of the Pennsylvania 
Wholesale Hardware & Supply As- 
sociation was reelected. Other ofh- 
cers reelected were: S. H. Smith. 
Jere Woodring & Co., Hazelton. Pa.. 
first vice-president; Max Krause, 
Geo. Krause Hardware Co., Leba- 
non, Pa., second vice-president and 
assistant treasurer; Sam B. Smith, 
Steinman Hardware Co., Lancaster, 
Pa., secretary and George D. Krause. 
Geo. Krause Hardware Co., treas- 
urer 


Fair 
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Adam Z. Moore, Steinman Co., 
Lancaster, is chairman of the ex- 
ecutive committee. Other members 
of the committee are: John M. 
Miles, Eastern Pennsylvania Supply 
Co.. Wilkes-Barre, Pa.; A. H. Herr, 
Herr & Co., Lancaster, Pa.; T. F. 
Miller, C. H. Miller Hardware Co.. 
Huntingdon, Pa.; Max. Krause: 
and R. R. Kearton, Ralph E. Weeks 
Co., Scranton, Pa. C. E. Moyer, C. 
Dreishach’s Sons. Inc., Lewisburg. 


Pa., is chairman of the association’s 
northern division and Henry C. Hop- 
kins, Reilly Bros. & Raub, Lancas- 
ter, Pa., is chairman of the southern 
division of the association. 

The annual banquet held Thurs- 
day night was attended by 112 mem- 
bers and guests. The Rev. John L. 
Davis, New York City, made a 
humorous and philosophical address 
with a brief word on business con- 
ditions at the banquet. 





The Forgotten Man—Beyond the Hi-Lines 


(Continued from page 58) 


or kerosene burning refrigerators. 
Ranges, sad irons, and numerous 
other items fall in this category. 

Sight should not be lost of the 
fact that, desirable as electricity is 
for power and lighting, unless 
available at extremely low rates, it 
may prove to be an expensive fuel 
for heating purposes; therefore, 
in many wired homes oil-burning 
equipment, such as ranges, water 
heaters, space heaters, and other 
oil-burning devices will find a 
ready market. And, as already 
stated, for some 5,500,000 farm 
homes electrification will remain 
a dream of the future and that 
offers an immense market for oil- 
burning refrigerators. 

It would seem, therefore, that 
many hardware dealers who have 
rural trade or are prepared to cul- 


tivate it, ought to find it profitable 
to concentrate on _ oil-burning 
equipment. They must not over- 
look the fact that with the wide 
range of the application of petro- 
leum products as fuel—cooking. 
heating, refrigeration, water heat- 
ing, and devices using kerosene or 
gasoline engines, the merchandis- 
ing of such equipment becomes not 
only a seasonal activity, but offers 
year-round profit possibilities. 
This is the market of some bil- 
lions of dollars and millions of 
homes that is waiting for the 
dealer who looks beyond and be- 
tween the high power lines and 
who stops thinking in terms of 
electricity for the farmer’ who 
won’t get it for a long time, if at 


all. 
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YOU CAN 
RETAIL THIS 
BEAUTIFUL 
COUNSELOR 
SCALE for 


°298. 


THE ONLY SCALES WITH ZEROSTAT CONTROL 


’ Model 101 


Colors ... Green, Ivory, Blue, 
Orchid, Black and White 


To enable you to have a real sales-producing leader 
for Hardware Week your jobber is prepared to give 
you a special price on Counselor Scales, Model 101. 
You can retail these outstanding scales, with a 5 year 
guarantee, for only $2.98 and still make a full profit. 
Counselors are the only scales with the revolutionary 
Zerostat Control. That means unfailing accuracy, 
sound, sturdy construction and extra long service. 
Don’t miss this sure-profit special for Hardware 
Week. Order now to assure desired delivery. The 
Brearley Company, Rockford, Illinois. 


YOUR JOBBER CAN SUPPLY YOU 


COUNSELOR Sec 


“CORRECT IN EVERY WEIGH” 


BARGAIN 
SPECIAL 


for HARDWARE WEEK osedy 
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MECHANICS TOOL CABINET SET 


Now is the time to sell Mechanics’ Hand Tools. The Spring 
Season is best. 

Top-value Indestro Tools are priced low so more can enjoy 
ownership—a value far above their price. This attractive Baked 
Enamel Chinese Red Tool Tender Cabinet contains a balanced 
assortment of 110 pieces, which any mechanic would be proud to 
own and in which he would find little else to be desired—an 
assortment which very few, if any, other manufacturers can fur- 
nish—yet priced at the almost unbelievable figure of $75.00. 

Your tool business will flourish if you show INDESTRO 
TOOLS. There is everything you want from individua) low 
priced tools to complete deluxe assortments. 

You will make more money selling INDESTRO TOOLS. Get 
the new 100 page 1939 catalog now. 


INDESTRO MFG. CORP. 


2649 N. Kildare Ave.— Dept. HA-2—Chicago, II. 








































STAR “S” WRENCH SET 
A Popular, 
FAST-MOVING ITEM 


* Five wrenches held firmly in 
a spring clip container. Set 
offers ten openings ranging 
from 3” to 1”. 


A wrench set that is ideally 
suited to your customers’ 
needs.~ A quick seller. 


When ordering. be sure to in- 
clude the Star “S”. 


THE VLCHEK TOOL CO. 


3001 E. 87th St. @ Cleveland, Ohio 


QUICKER SALES 
FASTER TURNOVER 
MORE VOLUME 
BETTER PROFITS 


VLCHEK 
TOOLS 














Ban Visitors From 





Factories 


E VEN though he be accompanied 
by your best dealer or a good 
. friend it is best to deny permission 
to all strangers to visit factories. 
Otherwise unpleasant complications 
may develop, for the visitor may be 
a spy from some nation either pre- 
paring for or actually engaged in 
war. 


Put Up the Bars! 


The traditional hospitality usu- 
ally offered visitors to American 
factories should, for the time being 
at least, be withdrawn from all but 
trusted friends. There are a num- 
ber of ostensible tourists, vacation- 
ists, “writers,” photographers and 
others who are systematically visit- 
ing American factories, taking pic- 
tures and making notes. The pic- 
tures, notes and elaborate reports 
are rushed to army officials of other 
countries. 

Often these visitors arrive at a 
given factory with seemingly sound 
credentials. Recently a man ar- 
rived at an eastern plant accom- 
panied by one of the best-known 
manufacturers in the town where 
the factory was situated. The local 
manufacturer requested permission 
to escort the stranger through the 
plant in question. When denied this 
permission the local manufacturer 
was amazed. He made quite a fuss, 
threatening to withdraw his support 
from the company whose manager 
refused permission to his “friend” 
to visit the factory. The stranger 
smiled and bowed and insisted. The 
more he smiled and bowed the more 
determined the factory manager be- 
came to keep him outside the fac- 
tory. Finally the stranger went 
away, taking with him in an over- 
coat pocket the little camera which 
he thought no one had observed. 

A minute after he left a telephone 
call came from a government man 
congratulating the factory owner on 
denying the stranger permission to 
visit the plant and apologizing for 
not having been sure enough of the 
stranger’s destination to telephone 
a warning in advance of his visit. 
Later developments showed that this 
stranger presented himself the fol- 
lowing morning at a mid-western 
plant where he again requested per- 
mission to visit the factory. But 
here again he met refusal. Secret 





operatives had not only traced him 
to the mid-western city, but had met 
him at the train, tailed him, and 
beat him to the factory he intended 
to visit and warned the management. 

No matter how many credentials 
a stranger may present, think twice 
before permitting him to visit your 
factory. Of course you may not be 
making war munitions in the form 
of explosives, guns or ammunition. 
But remember, in modern warfare 
almost everything comes under the 
general head of munitions. 


Get a Record! 


Aside from military matters, the 
stranger who visits your plant may 
be representing some group who are 
going to set up a plant in a foreign 
country to compete with you for 
world trade. When permitting 
entry to a factory insist on a writ- 
ten record which includes name, 
address and business connection of 
every visitor. Keep these records. 
preferably indexed by dates. You 
may need them later. It is wise to 
permit only one executive to ap- 
prove requests for strangers to 
visit your factory. Do not, under 
any circumstances, permit foremen, 
receptionists or clerks to issue 
passes to factories. And be espe- 
cially on guard against any little 
brown men who smile and bow and 
beg to visit your plant. 

—American Business 


Farmers Fair 


A five day “Farmers Fair” was 
held by a Wisconsin store, the 
event being announced through a 
circular letter sent to farmers 
within a 40-mile radius. A feature 
of this fair was more than 600 ex- 
hibits of homegrown products, for 
which prizes were awarded the 
winners. There were also prize 
exhibits entered by Four H. clubs, 
composed of young farm people. 
There were also talks by county 
and Four H. agents, demonstra- 
tions on canning and homemak- 
ing. The second day a free meal 
was served to more than 1800 
people. The cost of the event was 
less than 2 per cent of the volume 
of business for that month. 


HARDWARE AGE 




















ed him 
ad met 
n, and 
itended 
rement. 
lentials 
¢ twice 
it your 
not be 
> form 
nition. 
yarfare 
er the 


rs, the 
it may 
ho are 
oreign 
uu for 
nitting 
| writ- 
name, 
ion of 
cords. 
. You 
rise to 
Oo ap- 
rs to 
under 
emen, 
issue 
espe- 
little 
w and 


LOSS 


was 
, the 
gh a 
mers 
ature 
0 ex- 
, for 

the 
prize 
lubs, 
ople. 
unty 
stra- 
mak- 
meal 
1800 
was 
ume 

















~« EASED 75 


ELECTRIC SAFETY RAZOR...$10 


Price maintained under fair trade acts. 


Rotary cut- 
ting at 4000 
to 5000 R.P.M. 


Brush type 
motor. 110- 
volt, A.C. or 
D.C. 

Cuts long or 
short hair 
with equal 
ease. 
Beautifully 
designed. 
QUIET. 





ATTRACTIVELY 
BOXED IN 
colorful container 
with zipper carry- 
ing case. 





WELL 
MERCHANDISED 


Aitractive 8 - color 
displays free with 
your orders. Also 
window streamers 
and circulars help you 
make steady profits. 


This is the Razor 
you will want to 
feature for this 
year’s sales and 
profits. It’s guar- 
anteed. Ask your 
jobber for sample 
order now. Start 
building a_ profit- 
able Razor busi- 
ness with CASCO 
“Te « 


CASCO PRODUCTS CORP., Bridgeport, Conn. 
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- the Banner 
of uality 


—quality that begins with Open Hearth Steel from 

Wickwire Mills, then full-sized wire, accurately drawn, 

perfectly woven and uniformly coated—Wire Cloth 

that is tough, good looking and lasting—that is 

Cortland Brand quality. 

@CORTLAND GRAYWICK—dull finished, galva- 

nized, electro-zinc coated and heavily enameled. 

@ CORTLAND BLACK— straight woven, true selvaae, 

heard elastic enamel finish. 

@ ULTRA PREMIER— extra strong, 50% heavier than 

standard cloth, electro-galvanized and heavy pigment 

coated. 

@ CORTLAND BRONZE—Alloy of 90% copper and 

10% zinc, resists salt, acids, gases. Bright or antique 
"finish. 

@CORTLAND COPPER—from hard drawn .0113 

gauge copper wire, bright finish. 







All standard widths. 


Also extra wide widths 
WIRE CLOTH above 48” to 72”. 


POULTRY NETTING 


HARDWARE CLOTH 
WIRE NAILS ie 


WICKWIRE BROTHERS 
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How se F.O.B. Pricing Plan of 
the F VC Would Affect Industry 


GLARING defect in the state- 
Ass of the Federal Trade 

Commission to the Temporary 
National Economic Committee on 
the steel industry’s multiple basing 
point system is the fact that the 
arguments were not carried out to a 
logical conclusion. No attempt was 
made by the commission to study 
the disastrous results to the entire 
metal-working industry which would 
surely follow the adoption of the 
ctommission’s plan. 

If the commission were merely 
arguing for the adoption of f. o. b. 
prices by all mills, its plan might 
not be too serious a change from 
the present system, but the “catch” 
in the FTC proposal is that no 
equalizing of freight rates would be 
permitted and the published price 
of any mill would be its price for 
shipment to any destination. The 
inevitable result would be to restrict 
each mill to the territory in which 
it had a freight rate advantage over 
competitors. 

The steel industry and its custom- 
ers could make no more effective 
rebuttal to the commission’s argu- 
ments than to picture realistically 
for the benefit of the Temporary 
National Economic Committee and 
the Congress the probable effects of 
the adoption of this plan. 

In its statement the commission 
tries to make it plain that it is tak- 
ing up cudgels for the consumer of 
steel and the small mills. Instead 
of creating more competition, the 
commission’s plan would destroy 
competition and create monopolies 
in almost every zone in the United 
States. 


Consumer Would Pay More 


Because of these territorial mo- 
nopolies the steel consumer, whether 
situated near to a source of supply 
or at a considerable distance, would 
undoubtedly pay more for steel than 
he does under the present multiple 
basing point system. 

Let us take a few specific. exam- 
ples of the probable effect on the 
consumer. The Detroit district, the 
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largest steel consuming area in the 
country, produces much less steel 
than it consumes. Many of the 
products that the automobile indus- 
try uses are not made in Detroit at 
all. Under the FTC plan of f. o. b. 
pricing, the Great Lakes Steel Corp. 
at Detroit would establish base 
prices on the products it manufac- 
tures—sheets, strip and bars. Pro- 
ducers located in other districts 
could not meet these prices; they 
would have base prices of their own 
from which they could not deviate 
in selling to Detroit unless they 
made the same base prices to their 
own nearby customers. 


As a result of such a situation, 
the mills of the Great Lakes Steel 
Corp. would naturally be filled up 
first. Then when the automobile 
companies needed more steel than 
the local plant could supply they 
would go to the closest mills. Those 
at Cleveland, Buffalo and Chicago 
probably would have prior advan- 
tage because during a considerable 
part of the year they could ship by 
water instead of by rail, thereby 
being better able to sell in the De- 
troit market. Other mills, such as 
those at Pittsburgh, Youngstown and 
Middletown, would receive automo- 
bile orders only when the mills more 
favorably situated were loaded up 
and could not make sufficient de- 
liveries. 

The automobile companies would 





tion. 


at any place you want to sell. 


ent basing point system? 
Chairman Wheeler: No. 





An Excerpt from the Hearings in 1936 
on Wheeler Basing Point Bill 


E G. GRACE, president of Bethlehem Steel Co. (testifying) : 
* We have a base price for our commodities at Buffalo. 
That price for our big basic commodities is $1.90. ; 
definitely knew that our system of basing points was not in 
effect, and because of its abandonment our chief competitors, 
we will say at Pittsburgh, were not going to compete against 
my price, that they were going to maintain a price at home, at 
Pittsburgh, telative to or similar to my base price at Buffalo, 
and would maintain that, then what would it do to my Buffalo 
market? It would leave it entirely to me and cut our competi- 


Chairman Wheeler: But there is nothing in this bill that would 
do that. If you did away with the basing point system what it 
would do would be this: If you fixed your price at Buffalo so 
high your competitors would go into that territory and could 
sell in your territory regardless of the basing point or anything 
else. There is nothing in this bill to prevent you from selling 


Mr. Grace: Isn’t that just what is being done under the pres- 


Mr. Grace: It is nothing different. 





Editor's Note: About three years have elapsed since this 
testimony was given. Nothing meanwhile, not even the Federal 
Trade Commission’s recent statement, has made the issue clear: 
Would or would not the equalizing of freight rates be forbidden 
under the FTC plan? If not, the system the commission pro- 
poses would not make enough difference in the present system 
of marketing and pricing steel to be worth worrying about, but 
if the commission means that there should be no equalizing of 
freight rates—and its whole argument points that way—there 
is all the difference between orderly marketing and chaos. 


Suppose I 








HARDWARE AGE 




















of 
7 


ation, 
Steel 
sd up 
nobile 
than 
they 
Those 
jicago 
dvan- 
rable 
ip by 
ereby 
> De- 
ch as 
1 and 
omo- 
more 
1 up 
+ de- 


rould 





tis 








APRIL 6, 1939 





ubtain steel made in Detrvit at one 
price, while for all steel shipped 
from other producing centers they 
would pay varying prices, depend- 
ing on each mill’s base prices and 
the freight rate to Detroit. 


Price Competition Would 
Be Minimized 


There would be little or no price 
competition for the automobile in- 
dustry’s business. The prices it 
would pay for sheets, strip and bars 
(products which are made at De- 
troit) would depend, first, on the 
prices published by the Detroit mill 
and, second, on the cost of freight 
haul on the steel that had to be 
brought from more distant points. 
If the commission’s aim is to do 
away with identical delivered prices, 
its purpose would be accomplished 
to the probable consternation of the 
automobile industry, which would 
be faced with such a variety of de- 
livered steel prices that its cost ac- 
counting work would be greatly 
complicated. And the automobile 
maker lucky enough to get all his 
steel from the Detroit mill would 
have a constant advantage over his 
competitors who had to buy some 
steel elsewhere at a higher delivered 
price. 

During the hearings a few years 
ago on the Wheeler basing point 
bill, which embodied the same re- 
strictions on steel selling for which 
the commission is now contending 
before the TNEC, some of the steel 
executives who testified brought up 
the point which the above’ para- 
graphs have attempted to illustrate. 
The answer from Senator Wheeler 
was to the effect that no such result 
was intended. If this is true—and 
no one in the steel industry believes 
it to be true—the Trade Commis- 
sion’s hullabaloo is a useless waste 
of effort because the pricing situa- 
tion in the steel industry would not 
be materially changed unless the 
equalizing of freight rates were for- 
bidden. 


Would Restrict Buyers 
Sources 


Throughout the country are many 
industrial cities and towns which, 
though quite far removed from steel 
producing centers, have been able 
to procure steel at reasonable prices 
because of the competition brought 
about by the multiple basing point 
system and the equalizing of freight 
rates. 

Take Syracuse, N. Y., for exam- 
ple. If a consumer there is buying 
hot rolled bars he can draw on mills 


at Buffalo, Pittsburgh, Cleveland 
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Designed to promote happy households by eliminating 
the knife sharpener problem once and for all, the new 


CRYSTOLON KNIFE SHARPENER has more general 


appeal than anything we've introduced in a long time. 


Presented in three different shapes as shown (Hexagonal, 
Arrowhead and Triangular) and available in handle colors 
of pastel blue, green, yellow or white, it is sure to meet 
with a warm reception from every housewife who sees it. 


The sharpening material? Silicon Carbide, of course, second 
only to the diamond in hardness and sharpness! Where 
else can the “Queens of the kitchen” find such an invalu- 


able aid for only 35¢? 


Each sharpener has its own individual carton and a standard 
package consists of twelve, three of which (one of each 
shape) are mounted on the very attractive Display Card 


done in two tones of green. 


Order your supply of the new CRYSTOLON KNIFE 
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AT LEAST ONE 
SALE PER CUSTOMER 


WHEN YOU DISPLAY 
ACME CORRUGATED FASTENERS 





Because most of your customers can use them 

—lots of them—you can count on selling 
Acme Tack-Point Corrugated Fasteners near- 
ly every time a homeowner, carpenter or any- 
one who works with wood, comes into the 
store—whether he buys anything else or not. 
Displayed in the attractive, convenient pack- 
age Acme Fasteners are an excellent “extra” 
sales item. Turnover is fast. 


The sharp tack-points make driving easy. 
Strong joints are made on all kinds of wood 
products, screens, furniture frames, signs, 
barrel heads, etc., with these improved Acme 
Corrugated Fasteners. 


If your jobber can’t supply you—write us 


direct. 





PACKAGED IN 3 POPULAR SIZES 


Each package contains fifty fasteners of one 
size %& x 4, %x 5or % x 5—12 boxes to a 
display carton. For larger demands Acme 
Corrugated Fasteners are available in: stand- 
ard cartons of 250, 500 and 1000 fasteners; 
100 to a box, 10 boxes to a carton; and in 
25, 50 and 100 Ib. lots. 


Let us send you a sample package so that 
you can judge their sales possibilities for 
yourself. 


ACME STEEL COMPANY 


General Offices: 2838 Archer Ave., Chicago, til. 
Branches and Sales Offices in Principal Cities 





Acme Steel Company 
2838 Archer Avenue 
Chicago, Illinois 


Gentlemen: 


Send me, without charge a sample 
box of Acme Tack-Point Corru- 
gated Fasteners. 


COCO TET ee ee 














and Youngstown, with the possible 
addition of some others. In each 
case he will obtain approximately 
the same delivered price, but the 
price he is quoted is determined by 
the location of his nearest mill, 
which is Buffalo, and the fact that 
he receives identical quotations from 
several companies in different cen- 
ters is not, as the Federal Trade 
Commission so glibly claims, a proof 
of price collusion, but is actually 
price competition. If it isn’t price 
competition to take a steel order at 
the lowest net price possible, which 
in all cases means meeting a com- 
petitor’s lowest delivered price, then 
what is competition? 

Let’s pursue the Syracuse illustra- 
tion a little further—and the same 
illustration will apply to hundreds 
of cities throughout the United 
States. The present base price on 
hot rolled bars is 2.25 cents a lb. 
at all of the basing points. However. 
the shortest freight haul into Syra- 
cuse is from Buffalo, the freight 
rate being 21 cents per 100 lb., mak- 
ing a delivered price at Syracuse 
of 2.46 cents a lb. Under the Fed- 
eral Trade Commission plan. as- 
suming that basing prices remained 
unchanged at Pittsburgh and Cleve- 
land, the delivered price from Pitts- 
burgh would be 2.58 cents a lb. (33 
cents per 100 Ib. freight) and the 
delivered price from Cleveland 2.56 
cents (31 cents per 100 lb. freight). 
Youngstown is not a basing point on 
hot rolled bars. but if it were its 
delivered price at Syracuse would 
be 2.55 cents a lb. In this situation 
there is a spread of $2.40 a net ton 
between the low and the high price. 
this difference representing the 
amount of freight absorbed under 
the present plan by the mills with 
the highest freight rate, which in 
this case are at Pittsburgh. 


How Zones Would Be 
Created 


The Federal Trade Commission 
objects to the fact that through the 
equalizing of freight rates a_ mill 
obtains a lower realized net on a 
shipment to a distant point than it 
obtains when shipping to a customer 
at its own back door. The commis- 
mission would reverse the procedure 
so that the nearby customer would 
obtain the lowest net f. o. b. price 
that any mill quoted. 

Under that procedure a mill could 
ship only as far as its freight rates 
would permit it to ship. The present 
realized net base price at Pittsburgh 
for shipment of bars to Syracuse is 
2.13 cents a lb. Assume that under 
the FTC plan a Pittsburgh mill 
adopted a price of 2.25 cents for 





bars. This means it could not get 
into Syracuse against Buffalo com- 
petition (also assuming the same 
base price at Buffalo) and its terri- 
tory would be restricted by freight 
rate zones. The Buffalo mill might 
have a higher base price than either 
Pittsburgh or Cleveland or an iden- 
tical price, but in either event it 
could, by keeping its price at a cer- 
tain level in relation to prices at 
other points, hold the most of its own 
immediate territory as an absolute 
monopoly. Buffalo has a decided 
freight rate advantage to most 
points in New England, but under 
the FTC plan water shipments from 
Sparrows Point could reach the 
shore points in New England at 
delivered prices even lower than 
might be quoted from Buffalo, if 
all-rail freight were used. The Beth- 
lehem Steel Co. could easily domi- 
nate the Eastern markets on many 
products. E. G. Grace, president of 
Bethlehem, emphasized that point in 
the hearings on the Wheeler bill. 
(See box.) 

At the present time there are only 
two makers of wide flange structural 
shapes, so largely used now in build- 
ing construction. These are the 
Carnegie-Illinois Steel Corp. with 
mills at Pittsburgh and Chicago and 
the Bethlehem Steel Co. with mills 
at Bethlehem and Lackawanna. By 
virtue of the present system of freight 
equalization, Bethlehem competes 
with Carnegie-Illinois in Chicago 
and elsewhere in the Mid-West and 
Carnegie - Illinois competes with 
Bethlehem in the East. Under the 
FTC plan there would be no com- 
petition at many , points in the 
country where an absolute f. o. b. 
price plus a high freight rate would 
shut out one or the other company. 


Plate Competition in the 
East 


In the East there are five plate 
mills—at Sparrows Point, Claymont, 
Coatesville, Harrisburg and Con- 
shohocken. The lowest freight rate 
into New York is 18 cents per 100 
lb. from Conskohocken, but the mill 
there makes only narrow plates. The 
other mills have varying rates into 
New York: 24 cents from Sparrows 
Point, 23 cents from Harrisburg, 20 
cents from Coatesville and 19 cents 
from Claymont. All of these mills 
are now selling on a basis of 2.10 
cents a lb., Sparrows Point, Coates- 
ville or Claymont. As Claymont has 
the lowest freight rate into New 
York, its delivered price of 2.29 
cents sets the price for the New 
York market. 

Under the FTC plan the Sparrows 
Point mill with a water freight rate 
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probably lower than 19 cents would 
dominate the New York market. If 
the Sparrows Point base remained, 
let us say, at 2.10 cents that mill 
would have an advantage at sea- 
board points, but would probably 
be completely shut out of Philadel- 
phia and vicinity. The Harrisburg 
mill would require a base price 
lower than other Eastern mills in 
order to sell in much of the ter- 
ritory along the Atlantic Seaboard. 
It would face a choice of confining 
its business to a section of central 
Pennsylvania, on which it would 
probably starve to death. On the 
other hand, it would probably face 
starvation if it made a base price 
low enough to compete elsewhere 
in the East. 

Mills farther west would be shut 
out of New York, Philadelphia and 
other Eastern cities. At Norfolk, 
where there is a large amount of 
naval and commercial shipbuilding, 
the Sparrows Point mill would have 
sole sway, while at Philadelphia 
the Claymont and Coatesville mills 
would have all the advantage even 
if there were the old differential of 
$2 a ton over Pittsburgh. Assume, 
for example, that under the FTC 
plan the price of plates at Pitts- 
burgh was 2 cents as against 2.10 
cents at one or more of the Eastern 
mills. The delivered price of 2.29 
cents, New York would not permit 
a Pittsburgh mill to compete in New 
York because 2 cents, Pittsburgh, 
plus 36 cents freight, makes 2.36 
cents. 


Railroads Would Suffer Loss 


If by any chance the Federal 
Trade Commission plan should ever 
become law, the chaos that would 
precede and follow such an enact- 
ment would undomnbtedly be as seri- 
ous for consumers of steel as for 
producers. The effect would be so 
revolutionary that an almost com- 
plete cessation of buying would be 
certain until such time as buyers 
and sellers could get their bearings. 

A tremendous loss of freight to 
the railroads would be inevitable. 


Small Companies in Danger 


As for the mills themselves, many 
of the larger ones would not be able 
to obtain enough tonnage in their 
own restricted territories to employ 
their facilities. The United States 
Steel Corp. and the Bethlehem Steel 
Co. would dominate the West Coast: 
U. S. Steel would split the Chicago 
territory with Inland, dominate Pitts- 
burgh and Youngstown and have a 
large sphere of influence elsewhere, 


particularly in the South. Bethlehem 
Steel Co. would have the East pretty 
much to itself. The American Roll- 
ing Mill Co., which has developed 
country-wide distribution of its spe- 
cialty products, would be confined 
to a restricted territory in and near 
Ohio, excepting, of course, its plant 
at Kansas City. 

What would happen to many of 
the smaller companies can only be 
conjectured. The Federal Trade 
Commission would have brought 
about an ultimate result which 
would be the opposite of what it 
wants—there would be a virtual 
monopoly by a few corporations 
strong enough to survive by virtue 
of financial position and advan- 
tageous locations of mills. 

Where a number of mills are situ- 
ated in a rather small territory, but 
have different freight rates to their 
chief markets, only a zone system of 
base prices would save some of such 
mills from extinction. 

The commission lays stress on the 
fact that some mills are not located 
at a basing point and that thereby 
steel users buying from mills are 
deprived of “the benefit of the low 
haulage cost from the nearest mill 
to his door.” 

Under the multiple basing point 
system that has been in effect since 
June, 1938, this contention is no 
longer well grounded. Most of the 
mills which do not sell f. 0. b. their 
mills are small producers. More- 
over, in nearly all instances they are 
very close to an important basing 
center. 


Advantage of Location 


The commission devotes consider- 
able space to the subject of “advan- 
tage of location,” but seems to 
argue that advantage of location be- 
longs exclusively to the customer 
and not to the supplier. Human 
nature and the desire for profit be- 
ing what it is and always has been, 
the mill with a natural monopoly in 
its own territory would, under 
the FTC plan undoubtedly charge 
all that the traffic would bear. 
If a mill were deprived of the 
privilege of equalizing freight rates 
or absorbing freight on distant ship- 
ments, and thereby was confined to 
a restricted territory, its entire profit 
would have to be made within that 
territory. As it would have virtu- 
ally a monopoly as to prices, it 
stands to reason that it would charge 
enough in all cases to make a profit. 
There would be no competition from 
distant mills. If that mill were to 
fill up so that no more business 
could be accepted for early delivery, 
the steel users in that territory 
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would be obliged to go to other mills 
_for the additional steel they needed. 
They would, of course, be obliged 
to pay the distant mill’s f. o. b. price 
plus full freight, making a delivered 
price higher than they had been 
paying their nearby source. More- 
over, such customers would be re- 
garded by the distant mill as casual 
customers whose requirements did 
not merit the attention given to 
regular customers; the result might 
be slow deliveries, less adequate ser- 
vice and possibly also some indiffer- 
ence as to quality. 

There is nothing in the plan pro- 
posed by the Trade Commission 
which would insure that any custom- 
er would be able to buy at an 
average lower cost than it has paid 
under the present sytem. The con- 
trary would be more likely to be the 
result. 


Cross-Hauling Has Declined 


Much attention is given by the 
commission to the subject of cross- 
hauling. So long as steel mills are 
scattered as they are over a large 
part of the industrial areas of the 
nation, there is bound to be some 
cross-hauling, if by that is meant 
the shipment of any steel into a 
territory when the same grade of 
steel is made at a point closer to the 
consumer’s works. However, the 
amount of cross-hauling has been 
greatly minimized since June, 1938, 
when price differentials as between 
producing districts were elimina- 
ted. Eastern mills which formerly 
shipped as far west as Chicago or 
farther are not doing so now except 
where special quality material is 
involved. Some Eastern plate mills, 
for example, are no longer shipping 
ordinary sheared plates to such 
centers as Chicago, Cleveland, Pitts- 
burgh and the intermediate territory 
that can be served by the mills in 
that district. But to that extent the 
market for the Eastern mills has 
been narrowed, and the foundation 
of that market may be less strong. 
because less varied. 

The commission argues on both 
sides of the question of plant ob- 
solescence. It says that “Overequip- 
ment in the industry, with failure 
to eliminate the least efficient plants, 
tends to discourage technological 
progress, but its chief aspect ap- 
pears to have been to accustom the 
industry to the idea of a low ratio 
of production to capacity.” On the 
other hand, the commission frowns 
upon one method that was used by 
powerful business organizations in 
days gone by, namely, price raiding. 
It says, “The courts have long since 
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Consumer enthusiasm for new Du Pont Sponge 
speeds sales, makes big profits for dealers in 
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HEREVER it has been introduced, 
consumers are enthusiastic about the 
Du Pont Cellulose Sponge. A Philadelphia 
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that his stock was sold out in a few days. when wet... durable... 
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kitchen for dishwashing, and a third for 
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Now for your profit. One dozen No. 8 
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you a profit of $3.60. Profits on 25¢, 45¢, 
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declared it unlawful for a great com- 
bination to cut prices in one terri- 
tory in order to destroy a local com- 
petitor, meanwhile making up the 
deficiency by the profits of other 
sections.” 


“Overequipment” Is 
. Misunderstood 


“Overequipment in the industry” 
is a term that is relative. There 
appears to be overequipment when 
the demand is low or moderate, as 
it is now, but in 1937, when business 
was flourishing, there were pro- 
nounced shortages. Among the so- 
called “least efficient plants” are 
some small concerns that are still 
competing against such forms of 
technological progress as the con- 
tinuous sheet-strip mill and its aux- 
iliary process, the manufacture of 
cold reduced tin plate. On the one 
hand, many of the old type sheet 
mills have become more or less ob- 
solete, while the hot mill tin plate 
process has also been given a push 
toward obsolescence. The commis- 
sion argues in the old familiar way 
of putting the cart before the horse; 
it is a technological progress that 
has created much of the industry’s 
present obsolescence, not the reverse. 

Some of the steel companies have 
been forced to make large capital 
outlays for the installation of mod- 
ern equipment so that they would 
not lose their competitive position. 
In so doing they have rendered ob- 
solete some of their own mills. The 
FTC argument about obsolescence 
or overequipment is not without 
irony. Washington insists on com- 
petition and then squawks about 
technological developments displac- 
ing labor and labor roars, when old 
mills, whether in a poor or good 
location, are torn down so that it 
may be possible to compete. Some 
steel companies have been _ with- 
holding the dismantling of old 
plants because of fear of labor re- 
percussion. 


No Production Curb in Steel 


Furthermore, the commission 
argues as if the steel industry de- 
liberately exerted production con- 
trols. It is true that some industries 
can control production—copper, for 
example—but it is not possible in 
the steel industry for the very simple 
reason that for the most part steel 
is not produced until it is ordered; 
hence no orders, no_ production. 
Steel, perhaps to a greater extent 
than any other important basic 
commodity, is stricly dependent on 
the needs of its customers—if they 
do not want steel, there is no work 












for the mills to do. Of course, in- 
gots can be made for stock, but that 
can only be carried so far when 
demand is low. 

“The open f. o. b. price,” says the 
commission, essential for the 
maintenance of fair competition in 
steel. To fulfill this purpose, how- 
ever, there must be no obligation to 
maintain any announced price for 
any time whatsoever.” 

This means, clearly, the repeal of 
the Robinson-Patman Act, which 
forbids price discrimination. If the 
commission does not mean that each 
mill should have an open f. o. b. 
mill price on a given product which 
would be the same for every desti- 
nation, what does it mean? 


is 


Who Would Gain? 


Carried to a logical conclusion. 
the commission’s plan would bring 
about decentralization of the steel 
industry, with attendant higher costs 
and dislocation of railroads, dislo- 
cation of labor, disruption of the 
marketing areas of many of the con- 
sumers of steel, loss of jobs to 
hundreds of steel salesmen, eco- 
nomic strangulation to many com- 
munities. 

Also, the FTC rule imposed on the 
steel industry would have to take 
such a form that it would also 
sound the deathknell for the gen- 
eral practice of quoting delivered 
prices, now followed by scores of 
other industries. The _ inevitable 
disturbances to industry and trade 
would be calamitous. 

Who would gain—not the steel 
company, not the steel consumer. 
not the stockholder—only the Fed- 
eral Trade Commission would win. 


Gibson Sterile Lamp 


According to the manufacturer, the 
purpose of this lamp is the sterilization 
of the circulating air in the food com- 
partment. The lamp can be installed in 
any Gibson model, complete with trans- 
former. It operates only when the re- 
frigerator mechanism is running, and 
only when door is closed. Gibson Elec- 
tric Refrigerator Corp., Greenville. 


Mich. 
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National Hardware Week—May 9 to 13, 1939 


(Continued from page 72) 


pany’s participation in National 
Hardware Week. Mr. Stein says: 
“As you know, we have done 
many things to help the state and 
National Retail Hardware Associa- 
tions promote National Hardware 
Week. We did that last year and 
are doing it now because we believe 
this united effort of hardware deal- 
ers everywhere will give publicity 
and‘ prominence to hardware stores 
and cause these dealers to do things 
inside and outside their stores to 
attract more attention that will 
be beneficial to those retailers dur- 
ing other 51 weeks of the year. 
“The National Association has 
prepared a kit of display material 
for the stores; truck banners to be 
placed on delivery trucks and 
bumper strips to be placed on pas- 
senger cars. We know what printed 
and display material of this kind 
costs; so we know that when they 
furnish these store kits of 212 pieces 
for $2.75 with delivery charges pre- 
paid, and the truck banners and 75 
cents per pair and the bumper strips 
at 35 cents per pair, that the dealer 


is getting these things at prices that 
are ridiculously low. 


“The use of these kits and other 


material is not confined to dealers 
who are members of the retail hard- 
ware associations. The only restric- 
tion is that the kits will not be fur- 
nished to mail order houses, or chain 
stores. In many instances in our 
territory the name of the company 
or store is not “Hardware” and the 
general store or implement store or 
seed store may be the principal 
hardware dealer in that town. If 
so, these dealers can buy these kits 
much the same as a store whose 
name may be the ‘Blank Hardware 
Co.” and which may be a member 
of a hardware association. 

“This letter will reach all of our 
salesmen in time for them to con- 
tact all of their customers who 
handle hardware, and I am making 
this specific request that you make 
it a special-order-of-business to ask 
each of those dealers to cooperate 
with National Hardware Week and 
to give you their order for this ad- 
vertising material so their stores. 


PEN [HE DoorTo Greater Saves YoLumMeE 
: with 
Gardner 


Close: 








their trucks, and their passenger 
cars will be advertising this united 
effort of the hardware dealers 
throughout the country. 

“At the proper time we will send 
each of our salesmen bumper strips 
to put on their cars and Belknap 
will be on the radio urging the con- 
sumers to go to the dealers’ stores, 
and in ample time we will send our 
salesmen a list of special items 
which our customers can use as 
bargains or feature items during 
that week.” 


George Worthington Co., 
Cleveland Ohio 


The George Worthington Co., 
Cleveland, Ohio, as its part in Na- 
tional Hardware Week is making 
available to dealers an attractive 
four-page newspaper size broadside. 
at a nominal cost per thousand. 
This broadside conforms with Na 
tional Hardware Week in color and 
design. The items featured are 
seasonal. The dealers name ap 
pears on page one in bold letters 
The company also furnishes a mat 
proof sheet for all the items shown 
in the broadside. This enables the 
dealers to feature the merchandise 
in their newspaper advertising. 





‘Door 


America’s Biggest 
Door Closer Value 


The 25c hardware leader that sets the 
tempo of merchandising for 1939. Stimu- 
lates entire stock turnover because Close-A- 
Door moves itself and other merchandise. 


NOW AVAILABLE IN DOZEN LOTS 
Close-A-Door now sold in lots 


of one dozen. Reorder from $9 oo 


your jobber today! Stock up 
with plenty. It’s a big year 
for Close-A-Door _................. per dozen 


AGAIN UNIT PACKAGES BY DEMAND 


Jobbers and retailers alike 
insist that we continue the 


famous Gardner unit pack- $ 5 oO re) 


age deal . . . Working Model 
. - Counter Card and thirty 
Close-A-Doors _..................- per deal 


ORDER FROM YOUR JOBBER TODAY 





Gardner Wire Co. 


5045 W. LAKE ST. CHICAGQ, ILL 

















BOOSTS SALES 


latest and best “Green- 
field” catalog and handbook 
is now out. Make National 
Hardware Week an occasion to 
go over it with your small 
tool customers. 


The 


It contains complete size and 
price information on 


Taps 
Dies 
Screw Plates 
Twist Drills 
Reamers 
Screw Extractor- 
Pipe Tools 


Your jobber will supply you 
with a copy or write direct, 
using the coupon. 


Remember National Hardware Week 
May 6 to 13 


GREENFIELD TAP & DIE CORP. 


Greenfield, Mass. 


Detroit Plant: 2102 West Fort St 
Warehouses in New York, Chicago, 
Los Angeles and San Francisco. 


in Canada: Greenfield Tap & Die Corp. of Canada, Lid 


Greenfield Tap & Die Corporation 
Greenfield, Massachusetts 
Send me copy of your new catalog. 


COMBORF cc ccccccccccccccccctcccesscceccccoceeccecoees 


City eseccsugseceoce 
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Worthington salesmen have been 
supplied with special pages showing 
National Hardware Week suggestive 
items for dealers to use as profitable 
promotional items during the Week 


John Giesinger Corp. 
Newark, N. J. 


John Giesinger Corp., wholesale 
distributor, Newark, N. J., is offer- 
ing its dealers its Green Flash 
lawn mower to feature for National 
Hardware Week. The mower is 
made in a popular size, constructed 
after the company’s general specifi- 
cations. It is attractively designed 
and priced at a low figure. 


Morey Mercantile Co.., 
Denver, Colo. 

The Morey Mercantile Co., Den 
ver, Colo., advising of its partici 
pation in National Hardware Week. 





vfifered by the different manufactu 
rers and had our salesman show 
these to each of the hardware deal- 
ers. We are also trying to get 
each hardware dealer to purchase 
display kit and in addition we will 
issue approximately 50,000 hand- 
bills offering all of those items to 
the consuming public. In addition 
to this merchandise, we are listing 
approximately 40 items at special 
prices to our dealers who in turn 
can offer these to the consuming 
public at materially reduced prices. 
We are not using any close outs. 
or odds and ends, but are giving 
our dealers staple, fast-selling mer- 
chandise, which will bring the con- 
sumer into the dealer’s store. We 
feel sure that if we can get the 
dealers to display properly these 
bargains, they will do a big business 
not only during National Hardware 
Week, but it will bring back the 
consuming public to the retail hard- 
ware dealer where the  husiness 


really should he.” 





writes: “We have accumulated all 
the information on the = specials 
Exclusive Agency 


CONTRACT whereby a retailer 

or other business man is given 
the exclusive agency for a certain 
brand of merchandise may not be 
as protective as it seems. A Federal 
Court recently decided that a so- 
called exclusive agency contract was 
not binding because of “uncer- 
tainty.” 

In that case a manufacturer wrote 
and signed the following memo 
randum: 

“For and in consideration of onc 
dollar and in further consideration 
of Jones (naming ‘the dealer) push. 
ing our XYZ brand, we hereby agree 
that we will give them the exclusive 
agency for XYZ in their state.” 

At the time this memorandum 
was signed the dealer ordered a 
large quantity of the merchandise 
which the dealer subsequently sold. 
Later, the manufacturer informed 
the dealer that he had sold his en- 
tire line to another dealer in the 
same state and declined to fill any 
more orders. 

“The consideration of one dollar 
recited in the contract was insufh- 
cient to support any promise to give 
an exclusive agency contract,” said 
the United States Court passing on 
this point. “The contract, if such 
there was at all, was terminable at 
the will of either party.” 

The Court pointed out that the 
so-called exclusive agency agreement 


contained no promise by the dealer 
that he would push the goods for 
any specified period of time, nor 
was there any promise by the manu- 
facturer to continue the exclusive 
agency to any definite date. Hence, 
since there was no specified time 
during which the exclusive agency 
was to run, the Court felt that the 
contract was invalid because of “un- 
certainty.” 

This decision follows the general 
rule of law that a contract, in order 
to be enforceable, must set forth in 
a definite way all its essential terms. 


Unwise Deal 
BUSINESS man who is high- 


pressured into an unwise con- 
tract is not likely to get much help 
from the law unless he can prove 
that there was an outright fraud in 
the transaction, and as a rule that 
is rather difficult to do. 

“Tt has never been the policy of 
the law,” remarks the California 
Court of Appeals, “to inquire into 
the wisdom of a bargain when the 
parties are dealing at arm’s length 
and in the absence of fraud.” 

“Dealing at arm’s length,” in the 
law means dealing in an ordinary 
business transaction and not in any 
trust or confidential relationship. 


HARDWARE AGE 
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How’s the Hardware 
Business? 


(Continued from page 90) 


than the shipments in the corre- 
sponding months of 1938.” House- 
hold ironers shipped in February 
totaled 8016, compared to 10,823 in 
February, 1938, and 8208 in Jan- 
uary, 1939. 


* * * 


Machine Tools—Contrary to 
season trends, machine tool orders 
gained in February, 11 per cent 
above the January level. A decline 
of about 8 per cent is normally 
expected. As a result, the machine- 
tool “index” rose to a new recov- 
ery peak, the highest point since 
September, 1937. Domestic orders, 
increasingly important in recent 
months, were mainly responsible 
for the rise. While the larger part 
of domestic business this year has 
been directly or indirectly traceable 
to armaments, a substantial volume 
of orders recently has come from 
industries not allied with defense. 
Inquiries now being received from 
automobile, ship building and gen- 
eral industries are lively enough to 
indicate a sustained demand, likely 
to continue during the next few 


months. 
* & * 


Building Industry — At no 
time since 1929 has the February 
volume of residential building 
equaled the tof&al for February, 
1939. Residential contracts awarded 
in the 37 eastern states in February 
amounted to $79,020,000, according 
to the F. W. Dodge Corp., New 
York City. This total represents a 
gain of 98 per cent over the Feb- 
ruary, 1938, total which amounted 
to $40,023,000. Thomas S. Holden, 
vice-president in charge of the Sta- 
tistical & Research Division, F. W. 
Dodge Corp., stated that the com- 
bined total of residential contracts 
for the first two months of this 
year was more than twice the cor- 
responding 1938 total. “Although 
the public housing program is grow- 
ing in importance, it is significant,” 
he said, “that the greatest contribu- 
tion to the residential building gain 
was made by private enterprise. At 
the end of the first two months of 
this year, private residential con- 
tracts amounted to $140,276,000, as 
compared with only $19,907,000 for 
public projects. The private resi- 
dential total showed a gain of $65- 
561,000 over the first two months 
of last year as compared with a 
gain of $18,392,000 for public resi- 
dential building.” Contemplated 
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MILLIONS OF 


USERS SAY.. [embaabe Apeeece 


IS THE 


WORLDS BEST 
Sa 


This DAZEY 






And These Devices Give You 





6 proriTs INSTEAD OF ONE 


' BS 
DAZEY CHURN & MFG. CO. 














Warne and Carter Avenues, St. Louis, Mo. 











MANILA ROPE, OAKUM &* TWINE 
COMMERCIAL AND INDUSTRIAL CORDAGE 


Made to fit the purpose for practically every 
field, including: — 


Pile Driving b Hardware 
Hammerfall Structural 
Hoisting LOPE «2 Marine 
Transmission es Stevedoring 


Oilfield Dredging 


General Contracting 
Bolt Rope, Lariat Rope, Sisal Rope, 
Shovel Rope, Drilling Cable 


WALL ROPE WORKS, INC. 


48 South St.. New York, N. Y. Factory: Beverly, N. J. 
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SWING -A-Way 
CAN vai, OPENER 


i 
i 





A spectacular seller — for National 
Hardware Week—and all through the 
year. A new, modern kitchen con- 
venience with exclusive features that 
women recognize at once .. . Easy, 
swift operation—opens all shapes of 
cans and bottles smoothly and clean- 
ly—holds the can during the entire 
operation—then swings back against 
the wall when not in use. A hit 
wherever shown. 


Demonstrate the SWING-A-WAY 
With the Special Display Set-up Sent 
Free With Your Initial Order. 


A counter display on which is 
mounted an actual can opener 
for demonstration, included 
free with your first order. Write 
for details. 


5-Year Unconditional Guarantee 


D. E. Sanford Co.—West Coast Mfg. Repr. 
Fox Agencies—Canadian Mfg. Repr. 


Write for details to 


F. L. McCABE 


STEEL PRODUCTS 


MFG. COMPANY 


THE MERCHANDISE MART CHICAGO 














new residential building for Feb- 
ruary amounted to $169,854,000, a 
gain of 65 per cent over the Feb- 
ruary, 1938, figure which amounted 
to $102,990,000. 


* * * 


Trade “Barometers” Car- 
loadings during the week of March 
18 totaled 594,568 cars, gaining 4 
of 1 per cent over the week pre- 
ceding, and 10 per cent over a 
year ago. Coal and “miscellaneous” 
freight loadings accounted for most 
of the increase. Electric power 
output for the same week was a 
shade under the week before, but 
this index also gained sharply (10.3 
per cent) over the corresponding 
1938 week. 


* * * 


U. S. Foreign Trade—There 
was a more than seasonal increase 
in our foreign trade during Febru- 
ary, following a decline in January. 
according to the Department of 
Commerce. Imports, after having 
moved upward in January to 4 per 
cent above the corresponding month 
of 1938, decreased in February 3 
per cent from a year ago. The ex 
port balance (excess of exports 
over imports) in February was $60.- 
524,000 against $34,708,000 in Jan- 
uary, but fell far short of the $98 
984,000 balance in February 1938. 
An increase in exports of finished 
manufactured articles was _ pri- 
marily responsible for the February 
gain in total exports over January. 


* * * 


Farm Field Work Field 
work is starting now, with the sow- 
ing of small grain under way, even 
on farms in the northern states. 
Implements have been reconditioned 
and painted, and replacement buy- 
ing of plow and’ wagon-woodwork. 
hand tools, and repair parts is 
showing some gain over last spring. 
The 1939 outlook for the farmer is 
more favorable than in several re- 
cent years—subject only to a rea- 
sonable maintenance of purchasing 
power throughout the country. Live 
stock and poultry raising are ap- 
proaching again the volume of nor- 
mal pre-drought years, and the dairy 
industry has once more started to 
expand. Large supplies of feed 
crops are available, and _ record 
stocks of grains are still on the 
farms. There is strong hope for 
further improvement in egg, butter 
and milk prices, as consumer de- 
man is rising. 

* x * 


Farm Income—In February. 
farmers had a cash income of 





$430,000,000 from marketings, com- 
pared with $578,000,000 in January, 
and with $456,000,000 in February, 
1938. Government payments in 
February totaled $56,000,000, an in- 
crease of $25,000,000 over a year 
ago. Total farm income was §$1.,- 
105,000,000 during the first two 
months of this year, comparing 
rather evenly with that of a year 
ago. 

* * op 


Cotton Outlook—The cotton 
market situation is dominated by 
the large existing surplus supply. 
The 1938 U. S. crop was estimated 
around a third less than the record 
harvest of 1937, but, because of 
lower consumption, the carry-over 
has continued to increase. If the 
domestic consumption of cotton con- 
tinues its betterment, shown during 
the past few months, the U. S. cot- 
ton situation by August 1 should 
be nearly the same as a year ear- 
lier; the prospective increase in 
domestic consumption will about off- 
set the decline in exports. The 
cotton acreage planted in the U. S. 
this year probably will be about 
equal to the 1938 acreage—because 
the A.A.A. allotment for cotton 
this year is not much changed. The 
U. S. growers’ income from cotton. 
if a normal yield this year, will 
be slightly above last year because 
of higher prices. The Government 
payments will be about the same. 


x * * 


Factory Activity—Industrial 
employment in mid-February was 
estimated at about 100,000 better 
than at the same time in 1938. Few 
manufacturers are operating at full 
rate, but there is improvement over 
the poor operations of the fall and 
early winter. Inventories are much 
reduced, and by careful manage- 
ment, losses are being reduced, or 
replaced by moderate “black-ink” 


showings. 
*% * * 


Railroad Buying—Purchases 
of fuel, materials.and supplies used 
by the railroads in the United 
States, last year, amounted to $583,- 
282,000. In 1930 railway purchases 
amounted to $1,038,500,000. Pur- 
chases in 1938 were less than in 
any year since 1933 and were al- 
most 40 per cent under those in 
1937. This reduction under the 
preceding year resulted primarily 
from the serious financial condition 
of the railroads, and from enforced 
reductions in maintenance work, as 
well as increased efficiency in oper- 
ation which particularly affected 
fuel purchases. 
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Shallow Well PUMPS in the most 
practical and ities of 
250, 350, 500 and 160 gallons per 
hour. Deep Well pumps in standard 
6 in. and 9 in. strokes—properly de- 
signed . . . beautifully finished . 
finest materials . . . oil lubricated. 
Unit construction; all parts inter- 
changeable; economical in operation. 
Delivered complete, ready to hook up 
and operate. 








DEMPSTER MILL MFG. CO., 


BRANCHES: Omaha, Nebr.; Kansas City, Mo.; Des Moines, ta.; Sioux Falls, 8. D.; 
Denver, Colo.; Oklahoma City, Okla. ; 
Distributors Located in ali Principal Cities 


Simplicity assures smooth operation, 
even under uneven loads. No strain 
or jerk when starting or stopping. 
Give years of satisfactory service with 
minimum of attention. Automatically 
controlled with electric motor; or 
semi-automatic controlled with gaso- 
line engine. 


WRITE now for details about Demp- 


ster’s complete line of water supplies 
and name of nearest distributor. 


Beatrice, Nebr. 





Amarillo, Texas; San Antonio, Texas 





A New Profit Field for You! 


The steadily increasing demand for running water, and the rapid progress of rural 
electrification, is opening a new profitable field for Dempster dealers who promote the water 
supply business in their community. Get your share of this splendid business. 
DEMPSTER Automatic Water Systems are setting a new pace in sales for dealers—because 
they set a new high standard of efficient, economical operation. 



















Just One Insertion 
Sold This Hardware Store 


A well established hardware dealer wanted to sell 
his business. He ordered a fifty-word advertise- 
ment inserted in four issues of the classified 
section, under 


Business Opportunities 
In Hardware Age 


After one insertion he wrote us: 


"The ad appearing in your Hardware 
Age brought so many results, that the 
store is sold, and it is not neces- 
sary to issue any more. The inquiries 
came in, in more than a sufficient 
amount for me to decide my moves." 


Just another example of how the classified sec- 
tion of HARDWARE AGE brings quick, tangible 


results to advertisers. 


HARDWARE AGE 


Classified Opportunities Dept. 
New York City 


239 West 39th St., 





1939 








Bolts and Serews by Millions 


Save Time and Money — Buy Triplex 















Batteries of TRIPLEX headers start millions of bolts, 
cap screws and nuts through carefully checked produc- 
tion—from high grade steel wire to inspected finished 
product that saves your customers time and trouble in 
worry-free assembly. Quick delivery. Send now for sam- 
ples, prices. 


SCREW 


™ BRIPLE X°c' 


9 AND 


SET SCREWS, BOLTS, NUTS AND RIVETS 
5317 Grant Avenue ¢ Cleveland, Ohio * 
Millions Sold—Used in Every Industry 
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TOOLS THAT 


STAY 


SOLD.... 


Many factors may 
sell tools... but 
only Quality can 
keep them sold. 
Only Quality can 
maintain contented 
customers — and 
bring them back 
for more. Why 
jeopardize good will 
with “second- 
choice” cutting tools, 
when a complete 
Morse stock makes 


you sure? 


Good business is 
founded on good 
business. When you 
stock Morse, you 
can say, “The Best” 


—and mean it! 








TWIST DRILL AND 
MACHINE COMPANY 
NEW BEDFORD, MASS., U.S.A. 


MEW YORK STORE: 130 LAFAYETTE STREET 
CHICAGO STORE: 570 WEST RANDOLPH STREET 
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The modernized store of Fred P. Straub & Company is well-lighted, 
roomy and completely equipped to aid present day merchandising 


Modernization Brings 20 Per Cent 
Increase in Sales 





NE year ago Fred P. Straub & cellent idea of the appearence of 


Company of Evansville, Ind., the store before the program of 
realizing the need for larger and modernization was inaugurated. 
more attractive display, modernized With the 30 per cent increase in 
its store. Space was increased to space there is now ample room for 
the extent of 30 per cent, new lines the display of all types of merchan- 
were added and the firm went after dise handled by the store. The firm 
the business. Today the firm is reap- has also added five new lines—for 
ing its reward. Sales have increased which there has been a considerable 
from 15 to 20 per cent and there demand. These consist of pipe fit- 
has been a decided increase in the tings, plumbing supplies, electrical 
number of women customers. Mod- supplies, gift novelties and basket- 
ernization paid. ware. Incidentally the firm has also 

The company was established in increased its line of fireside fixtures. 
1858 by Theodore G. Straub and Fixtures were designed by W, C. 
its present location has been at 224 Heller & Co., Montpelier, Ohio, and 
Main St. since 1873. The accom- were installed by the staff without 
panying illustration gives one an ex- the aid of outside help. Large. 







Here is the store before it was modernized 





HARDWARE 
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modernistic open-display tables with 


_ rounded corners and step-like eleva- 


tions and finished m light enamel 
extend down the center of ‘the store. 
There are 12 pamel display cabinets 
along the sides of the store on which 
builders’ hardware and tools are 
displayed. Glass-cowered cases house 
the firm’s display of cutlery. 

Electric appliances and sporting 
goods are prominently featured 
while supplies fer birds and dogs, 
a company specialty, are in evi- 
dence. All merchandise is plainly 
price marked. Wide aisles make it 
easy for the customers and at the 
same time aid in preserving the ef- 
fect presented by the well-ordered 
departmentalized stock. Indirect 
lighting fixtures are ranged down the 
length of the store above the central 
tables. 

One of the outstanding results 
produced by the modernization pro- 
gram has been the notable increase 
in the number of women customers. 
More and more women are visiting 
the store, a development of decided 
importance when it is realized that 
women make 85 per cent of all re- 
tail purchases. 


Attractive Dangers 
BUSINESS man who has on 


his premises some dangerous | 


item that naturally attracts children 
will be held legally and financially 
responsible for any injury suffered 
by a child who is hurt while touch- 
ing or playing with the dangerous 
object. This liability is imposed on 
the business man even though the 
child had no business to go near 
the dangerous object and would 
ordinarily be considered a_ tres- 
passer. 

An Illinois court recently put it 
this way: “Generally speaking it 
may be said that one who maintains 
dangerous instrumentalities or ap- 
pliances on his premises of a char- 
acter likely to attract children at 
play, or permits dangerous condi- 
tions to remain thereon with the 
knowledge that children, regardless 
of age, are in the habit of resorting 
thereto for amusement. is liable to | 
such children as are injured there- | 
by. 

The court further stated that it 
is immaterial whether the dangerous 
objects are visible from the street 


” 


or from some other place where chil- 
dren may be expected to be. The 
question of whether or not the dan- 
gerous object is naturally attractive 
to children is usually left to the jury 
to decide. 








MIAMI 
ACCESSORI 





Model 5005 
Soap Dish 





Model 6002 
Paper Holder— 
Chrome Roller 
Model 6003 
Paper Holder— 
Wood Roller 


















BATHROOM CABINETS 
AND ACCESSORIES: :: 


MIAM 


Share in the Profits from 
Increased Building Activities 


Authorities predict a big building year throughout 
the nation. Take advantage of this opportunity. 
Both new building and modernizing jobs will re- 
quire the latest in bathroom cabinets and acces- 
sories. MIAMI is the most complete, fastest sell- 
ing line. Nationally advertised. Write Dept. B 


ES for Catalog. 
COLONIAL BATHROOM CABINETS 


Electrically equipped 
models are complete- 
ly wired at the fac- 
tory. Installation re- 









































quires only one elec- 
tric outlet. One-piece 
construction with no 
open seams or joints. 
Complete line of re- 
cessed and projection 
type, life-time acces- 
sories. Models 402, 403 











IN EVERY BOX OF 


OLIVER 


BOLTS, NUTS, RIVETS 


OLIVER IRON AND STEEL CORPORATION 







PITTSBURGH, PENNSYLVANIA 
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South Dakota Dealers Favor 






Fair ‘Trade Legislation 





At the left is O. R. Baily, Alexandria, re-elected president 
discussing association problems with C. J. Christopher of 


Minneapolis, Minn., 


NANIMOUS approval of fai: 
trade acts and commendation 


of manufacturers offering fair 
trade contracts were given by retail 
hardware merchants assembled in 
Mitchell, S. D., on March 14, 15, 
and 16 for the 34th annual conven- 
tion of the South Dakota Retail 
Hardware Association. 

Resolutions endorsing fair trade 
practices and pledging support of 
the association in the fight to pre- 
vent enactment of legislation by 
Congress to amend the Tydings 
Miller fair trade act were passed by 
the delegates at the final convention 
session by a unanimous vote. 

Another unanimous action of the 
hardware merchants at the final ses- 
sion of their 1939 convention was 
the re-election of O. R. Baily of 
Alexandria, S. D., as president; 
P. O. Beaulieu of Winner, S. D., as 
vice-president and the entire mem 
bership of both executive and ad- 
visory boards of the association. 
Members of the executive board re- 
named to the posts which they held 
during the past year are William 
Weidensee of Gettysburg. Leo EIl- 
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manager-treasurer for 


the past year. 


wein of Freeman, Theodore Funk of 
Groton and Eric Heidepriem of 
Custer. Continuing in their capacity 
as members of the advisory board 
are W. E. Kuhn of Belvidere, G. R. 
Siddons of Platte and P. W. Waltz 
of Brookings. 

Sioux Falls was designated as the 
1940 convention city of the associa- 
tion at a meeting of the officers and 
directors held following the ad- 
journment of the regular convention 
session. Dates for that convention 
have not been set as yet. 

The executive group also voted to 
engage Earl Erlandson of Cotton- 
wood, present field man for the or- 
ganization, as full-time manager- 
treasurer, replacing C. J. Christo- 
pher of Minneapolis, and terminat- 
ing a working agreement with the 
Minnesota association under which 
the manager-treasurer of that group 
served the South Dakota organiza 
tion in a similar capacity. 

Support for the fair trade act, 
which was given by the association 
in its approval of the resolutions, 
was urged earlier by D. W. North- 
rup. president of the Henry G. 


Thompson and Sons Company, New 
Haven, Conn., in his address on 
“Fair Trade in Competition,” which 
high-lighted the second day’s con- 
vention program. 

“These laws need your support 
and if you support them you are 
going to be repaid by what they 
give back to you,” Mr. Northrup 
told the merchants after outlining 
briefly the measures which have 
been enacted to protect the retailers 
against unfair competition and the 
history of the movement. 

“You retailers can make the fair 
trade laws successful by pushing 
the sale of products manufactured 
by concerns with fair trade con- 
tracts,” he pointed out. 

Mr. Northrup explained that 
while the fair trade laws are not 
mandatory with the manufacturer. 
the retailers can aid in inducing 
them to use the provisions of the 
laws by signing fair trade contracts 
offered to them by the manufactur- 
ers. “The way to induce manufac- 
turers to issue fair trade contracts 
is for you people to sign them,” he 
said. 

HarpwarRE AGE was praised by 
Mr. Northrup for the “magnificent 
piece of work” it did in its survey 
of the support given to manufactur- 
ers offering fair trade contracts by 
the retailers. As evidence of the 
hardware industry’s interest in fair 
trade legislation, Mr. Northrup 
quoted freely from the survey indi- 
cating that 83 per cent of all retail- 
ers favored Fair Trade legislation 
and resale price contracts, but also 
indicating that neither wholesalers 
nor retailers had been very active 
in urging manufacturers to make 
such contracts. 

“The fair trade laws are retailer 
made and if they are to live they 
must be retailer supported,” Mr. 
Northrup said in conclusion. 

National Hardware Week, May 
6-13, was stressed at the opening 
day’s session in an address by D. E. 
Billman, board member of the Na- 
tional Retail Hardware Association, 
Minneapolis, Minn. 

Mr. Billman pointed out to the 
South Dakota merchants the news- 
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BE PREPARED 
for a Big Building Year with 


RICH 


LADDERS 


Builders and Contractors are 
looking forward to a big build- 
ing year in °39. They are pre- 
paring for better business now. 
RICH, the safest ladders built. 
enable you to get a larger share 


of their ladder 


business. See your jobber or 


replacement 











write. 


THE RICH LADDER & MFG. CO. 


1004 Depot Street, Cincinnati, Ohio 

































TO YOUR 
INCOME 


BY OFFERING A 

tanteéd 
CAWN MOWER 
SHARPENING 
SERVICE 





THE IDEAL LAWNMOWER SHARPENER is positively the last word in 
lawnmower sharpening equipment. Fast and accurate, it replaces 
the old hand sharpening method and does a far better job. Hundreds 
of dependable Hardware Dealers offer this service to their cus- 
tomers and make a handsome profit on the side. COMPLETE 
PLANS FREE! Our free plans show you how to establish a 
successful lawnmower sharpening business as 
a part of your present service to customers. 
Many stores average from $30 to $40 PER 
WEEK on the ideal Sharpener which requires 
only the spare time of one of the clerks to 
operate. Send for free catalog today. 


THE FATE ROOT HEATHCO. 





702 BELL ST. © PLYMOUTH OHIO 
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Here is the 
Difference! 


There is more to a reputation than words. There is 
more to a tool than looks. 

Any wood boring tool made by us is good looking— 
the finish is excellent. But under the finish lies the 
kind of quality that cannot be talked into a tool— 
the kind of quality that has been building a reputa- 
tion for us that anyone might be proud of. It is the 
difference in quality that builds your reputation, 
too. 

And here is the difference—you can add your un- 
qualified guarantee to ours and fear no kick-back. 
Our tools build your business. Write for catalog 
and prices. 


teonger. Bopetar 
and dowel gth 


lite 
7 > tate labeae hg Ralenmbetbe Bie me 
Connecticut Valley Wig. Co. 
Incorporated /874 
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NATIONAL 
HARDWARE WEEK 


SPECIALS 


Items are to be retailed at 
special prices as shown. 









Get complete details from 
your jobber. 

























EAGLE MANUFACTURING COMPANY 
WELLSBURG WEST VIRGINIA 


















~~ 


Mathias KLEIN 


3200 BELMONT AVE. - CHICAGO 














paper, magazine and radio advertis- 
ing campaign planned by the na- 
tional association for the purpose of 
stimulating hardware trade during 
that week, and urged the dealers to 
do their part in their own localities 
in order to derive benefits from the 
national campaign. 

Other activities on the first day’s 
program included the treasurer’s 
report by C. J. Christopher of Min- 
neapolis, manager-treasurer of the 
association, and the field man’s leg- 
islative report by Earl Erlandson of 
Cottonwood, S. D. 

At the second session of the con- 
vention A. Stafford, vice-president 
of the Quaker Petroleum Company, 
Omaha, Neb., spoke on “What’s 
That in Your Hand?,” stressing the 
importance of confidence and integ- 
rity in business dealings. 

Short talks on the legislative mea- 
sures passed by the recent session 
of the South Dakota legislature 
dealing with problems in which the 
hardware merchants were interested 
were presented by Representative 
J. J. Verschoor of Mitchell and 
Senator A. W. Odell of Montrose. 

Both of the legislators mentioned 
the chain store tax measure and 
pointed to it as a benefit to the in- 
dependent merchants of the state. 
Prior to the adoption of resolu- 





tions and the election of officers at 
the final day’s meeting W. N. Gal- 
lagher, president and general mana- 
ger of the Automatic Washing Ma- 
chine Company, Newton, Iowa, 
spoke on “Pointers to Profit.” 

Pointing out that more than $93,- 
000,000 worth of washers and iron- 
ers were bought by the women of 
the United States in 1938, Mr. Gal- 
lagher said that an assured large 
market remains. 

“Despite the fact that the washer 
is the most popular of all home la- 
bor-saving devices and that 1,500,- 
000 women also use home ironers, 
almost nine out of every twenty 
wired homes still lack washers and 
almost 19 out of every 20, ironers,” 
he said. 

Aside from the resolutions dealing 
with fair trade the association went 
on record as favoring an amendment 
to the Federal Firearms Act to re- 
move the sale of shotgun shells from 
the provisions of the measure, and 
approved another resolution asking 
for a minimum price on the retail 
sale on standard brand ammunition. 

Social entertainment was provided 
for the retailers attending the con- 
vention by a stag party the evening 
of the first day and a dance pre- 
sented for their pleasure the second 
night. 





Cancelled Order 


HERE an order or other con- 

tract to buy goods does not 
provide for the privilege of cancel- 
lation by the buyer, an attempt by 
him to cancel may involve heavy 
financial loss, as a Federal court re- 
cently pointed out. 

There a buyer entered into a con- 
tract with a manufacturer to pur- 
chase certain goods. It was pro- 
vided that shipment was to be made 
upon shipping instructions by the 
buyer, who was to remit by tele- 
graph at the time of shipment for 
the amount shipped. The manufac- 
turer had the goods ready for de- 
livery and repeatedly requested 
shipping instructions, which the 
buyer failed to give. The court re- 
garded the failure to give shipping 
instructions as equivalent to a re- 
fusal to accept the goods. 

Outlining the redress available to 
the seller in such circumstances the 
court said: “Where goods _ con- 
tracted for are manufactured and 
ready for delivery before notice of 
refusal to receive them is received 
by the seller, the seller has the op- 
tion of following one of three 


COUTSES > 





“1. He may treat the property as 
belonging to the buyer, hold it sub- 
ject to the latter’s order and re- 
cover the full agreed price; 


“2. Or he may sell it for the buy- 
er’s account, take the requisite steps 
to protect the buyer’s interests, and 
get the best price obtainable and 
then recover the difference between 
the proceeds of the sale and the 
agreed price; 


“3. Or he may treat the sale as 
ended by the buyer’s default and 
the property as his (the seller’s) 
and recover the actual loss sus- 
tained, which is ordinarily the dif- 
ference between the agreed price 
and the market price.” 


The Federal court in this case 
was interpreting the Missouri law, 
but the same legal remedies are 
available to a seller in such a situa- 
tion in practically all states. Some 
states give the seller similar rem- 
edies where the buyer notifies the 
seller well in advance of the de- 
livery date that he will not accept 
the goods. This is called breaching 
the contract by anticipation. 
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DEALERS 


WHO INTEND 
ge To REMAIN 
INDEPENDENT 

ALABASTINE COMPANY OFFERS 


YOU A POWERFUL SALES PLAN 
TO INCREASE YOUR BUSINESS 


Write for full details of the Alabastine Oil Paint Exclusive 
Agency Franchise for your community. A proven merchan- 
dising plan which will enable you to meet and beat your 
competition of mail order houses, chain stores, department 
stores and factory owned stores and branches. Alabastine’s 
policy of independent dealer protection is of long standing 
and it does build business and guarantee profits. 


Complete Plan for 


« Rate 
Monthly Merchandising be — 


): 
\ a t 









Monthly merchandising deals 
back this complete line — no 
shelf warmers — insuring fre- 
quent turn over, less invest- 
ment and greater profits. This 
plan will help you clean up 
your non-moving brands and 
put you in the profit column 
this season. 














Follow the LEADER 
in “Want Ad” Advertising— 


In every trade there is always a leader. In 
the Hardware Trade it is Hardware Age. 
Classified as well as National advertisers 
have found it out. 


Year after year HARDWARE AGE has led 
its field in the volume of classified as well 
as display advertising. Its classified col- 
umns bring together buyer and seller, em- 
ployer and employee. 

Those who contact the hardware trade 
know from experience that HARDWARE 
AGE is the logical medium to use to secure 
RESULTS from their classified advertising. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St., New York City 
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ANCHORS Would have Held! 
MAZE ANCHOR LEAD HEADS =e 
hold 2 to 4 times better—con- 


clusive tests prove it! Anchor 
rings — 20 to the inch — imbed 
themselves in wood. Maintain a 
lasting seal. Can’t twist or work 
loose. Bright or galvanized, 
Anchors are an entirely new 
principle in nails—and you get Also Zinclad Calk-Screws, 
more to the pound. Feature this Pi" Barbed Bead Heads 
better value for your custom-_ Nails. Ask your jobber 

for samples and prices. 
ers—better seller for you! 


W.H. MAZE COMPANY - PERU, ILLINOIS 








Stanley Pflaum Associates . . . Ad No. 1456 








NAT’L 
HDWE. 
WEEK 

May 6to 13 


Boost Sales! 
NAT’L HARDWARE WEEK 


Nothing is more fitting than to support this great 
move. It will make millions of people conscious of 
the values and service available at their local hard- 
ware dealers. Why not also BOOST— 


OUT — 
= fryNGene = 


Roller Skates 


Right in season—right in price—right in protecting 
the independent dealers’ pocketbook. And RIGHT 
NOW! being advertised to millions of boys, girls 
and parents. 
Write for “MORE FUN” Sales Bulletin. 
Will supply Jobbers’ Salesmen on request. 


CHICAGO ROLLER SKATE CO. 


Quality Roller Skates for Over 37 Years 
4456 W. LAKE ST. CHICAGO, ILL. 
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HERES THE MODERN 
MATERIAL FOR GLAZING 
WOOD & STEEL SASH AND 
ALL GENERAL PATCHING 
PURPOSES INSTEAD OF 
ORDINARY PUTTY 





SETS TOA eT 

RUBBER-LIKE eos 

CONSISTENCY PAMeLELG 
ee °e 


Does Not 
Dry Out 
Crack or Peel 


Not a putty, not a calking compound, 
wut a separate, distinct product that 
does a BETTER job ef glazing wood 
or steel sash, and also for scores of 
general patching purposes. 

Nu-Glaze requires no “working up” 
and is clean to handie—no oils to add. 


Unlimited Number of Uses 


Nu-Glaze is waterproof and is used 
around sink drain boards, bath tubs, 
pipes, auto tops and windshields, set- 
ting plumbing fixtures of all kinds, 
filling cracks in brick, cement, stucco 
or plaster, for boat work of all kinds. 
May be painted over as soon as applied. 


WRITE FOR SAMPLE 


Write for sample and complete infor- 
mation. Nu-Glaze is put up in contain- 
ers from one-half pint cans to 880- 
pound drums. Nu-Glaze is a real vol- 
ume and profit builder. Dept.A. 


_ a 





MANUFACTURED BY 


MACKLANBURG-DUNCAN CO. 


OKLAHOMA CITY, OKLA. 
Makers of 





- ELD 
OAD 


SAVES 40% LABOR 
On Every Calking Job 


The modern way to 
handie calking in pres- 
sure guns. Load or re- 
J / ES load gun in 10 seconds. 

4 (Patented.) Gun always 
clean as new inside and 
outside. Write for de- 
talls. 




















REPLACE CAP 
Numetal Weather Stri 
Nu-ART Stamped 
s Nosings, ‘Binalngs, ae: 
pa osings, Bindings, Edg- 
Dial ings. Moulding ‘and 
GUM READY TO USE rim. 














State Legislatures Plan Special Sessions 





(Continued from page 100) 


Also defeated was a bill to require 
farm implement dealers to stock 
spare parts of machinery they sell. 
Bills to strengthen the fair stand- 
ards act and to provide additional 
enforcing powers for the fair 
trades practice commission were 
approved by the legislature and 
signed by the governor. An at- 
tempt to set up a state labor rela- 
tions board met the same fate as 
the bill to establish a state wage- 
hour law, killed in February. The 
legislature also rejected a bill to 
enable state cooperation in en- 
forcement of the national fair 
labor standards act. 


NEBRASKA-—A bill to pro- 
vide a new unfair trades act was 
approved by the _legislature’s 
banking, commerce and insurance 
committee. If approved by the en- 
tire legislature and signed by the 
governor, it would replace a simi- 
lar bill knocked out by the state 
supreme court last fall. A com- 
panion bill, still in committee, 
would prevent = discriminatory 
practices. 


NEVADA — After receiving 
house approval, an assembly bill 
to license and bond itinerant 
merchants was defeated by the 
senate. That body also defeated 
a compulsory trade-mark registra- 
tion bill providing a $10 tax on 
trade marks of all goods sold 
within the state. 


NEW HAMPSHIRE—A sen- 
ate bill would regulate the sale. 
transportation and possession of 
pistols to make uniform state law 
on the subject. The committee on 
judiciary has for consideration an 
unfair sales bill. 


NEW JERSEY—A bill to in- 
crease the filing fee for registra- 
tion of trade marks, designs and 
labels from $1 to $5 has been in- 
troduced in the assembly and 
referred to the judiciary com- 
mittee. Other pending bills would 
extend the unemployment com- 
pensation act to all employers. 
would provide for the appoint- 
ment of a nine-man commission to 
study fair labor standards and 
make recommendations for mini- 





mum wages and hours, would 
provide a state wage-hour law 
similar to the national act, would 
provide a definite procedure in 
the foreclosure and enforcement 
of chattel mortgages, and would 
repeal the 1937 fair trade act. All 


were in committee. 


NEW MEXICO—A use tax. 
said by proponents to extend the 
sales tax to purchases of equip- 
ment and other merchandise 
bought from mail order houses 
which otherwise would be exempt, 
has been given final legislative ap- 
proval and has been signed by the 
governor. The house, by a vote 
of 16 to 28, defeated a proposed 
state wage-hour law. 


NEW YORK—tThe assembly. 
by a vote of 122 to 22, passed a 
bill prohibiting sales below cost, 
marking the first time such a 
measure advanced beyond com- 
mittee in the New York legisla- 
ture. Pending bills, all of which 
are receiving study by committees. 
would prohibit manufacturers or 
wholesalers of merchandise othe: 
than food products from selling at 
retail such merchandise at the 
place where it is manufactured. 
would prohibit the seller under a 
conditional sales contract from 
retaking possession where 50 per 
cent or more of the purchase price 
has been paid, would provide for 
uniform statement of installment 
terms in contracts for sale of 
goods and would license and regu- 
late installment sellers, would 
make it a misdemeanor to sell any 
article or merchandise with knowl- 
edge that it does not contain mark 
of origin conspicuously displayed 
thereon, and would exempt from 
payment of registration fees truck- 
sprayers, farm tractors, trailers o1 
other trailing farm implements or 
machinery used exclusively in 
agricultural pursuits. 


NORTH CAROLINA—Organ- 
ized labor’s hope for a wage-hour 
law during the present session 
died in late March when a sub- 
committee of the joint committee 
on labor voted to confine a pend- 
ing bill to maximum hours and 
drop the minimum wage feature. 
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\. Jf WHEN YOU THINK OF SPRINKLERS 


Think of ALLEN 
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Poultry Ne Netting 


Before and After 











Straitline Poultry Fence 
Galvanized Before and After 


Cloth 
la All Meshes and Gauges 
SCREEN WIRE CLOTH 
Pearl Wire Cloth 


Copper Wires in the Selvage 

























ferent sprinklers. 
























Painted Black Wire Cloth 
Copper Wire Cloth 


Bronze Wire Cloth 
Bright and Roman 


THE GILBERT & BENNETT MFG. CO. 


Ask your jobber. 




















EVERYTHING FOR THE HOSE BUT THE WATER 


That’s the W. D. Allen Line as offered in the lat- 
est catalog—8 kinds of Hose Nozzles, 6 Sprays. 
many miscellaneous fittings or accessories and 41 dif- 


Stock 4 or 5 selected Allen Sprinklers and Acces- 
sories in several price levels and build your store up 
as Hose Accessory Headquarters for your entire sec- 
tion. Good mark-up, steady demand, popular designs, 
finest quality construction. 


Write for the catalog 


W. D. ALLEN MANUFACTURING CO. 


566 W. Lake St., 
| a 28 Warren St., New York City, N. Y. 


Chicago, Illinois 





GEORGETOWN, CONN. EW YORK, W.Y. GLUE ISLAND, ILL. KANSAS CITY, MO. | 
TTS SNS NRE 











Something Worth Talking About 


This Newspaper MAT 


FREE to Retailers 





When You Sell 


The “Ajax” 





TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 





Use this 

















SAVE YOUR BACK! 


with “SERINE 
fe a 


and 7 BACK-SAVER \, 


SCYTHE SNATHS 


*« 


No. $00 STA-TITE SNATH 


(for grass, weed or bush) 


«Meets every requirement. 
BACK - SAVER equipped. Full 
strength of wood, re-inforced. 
Light in weight but sufficiently 
strong for heavy mowing. 

Properly balanced. 


Price each . . $1.85 
*« 


FREE | no.501BS BACK-SAVER SNATH 


(for grass mowing) 


Improved loop-bolt type 
Equipped with BACK-SAVER 
heel plate. Properly balanced. 


Price each . . $1.65 





The reversible bevel side plates present a pleasing MAT 
and neat appearance when applied to the door. _—_ 
SPRING HINGES Sign and 
, Mail Today 
Chicago Spring Hinge Compans. 
CHICAGO NEW YORK to Sta-Tite Snath Co. 


U.S.A AME cccccccccccccvsceccccces 














- Shelbyville, Indiana 
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PIPE WRENCHES 


CHAIN TONGS 


Jaws are drop forged from special 
steel, heat treated, hardened, tempered 
and tested. Handles forged from high 
carbon steel have both stiffness and 
“spring.” 
Flat Link Chains have proven strength 
are proof-tested to 2/3 catalog 
strength (3,600 to 40,000 lbs.). Design 
improvements: jaws have _ increased 
bearing on bar and forged-in chain 
guides, large steel bolts, drop forged 
alloy steel shackle. Better PIPE 
TOOLS—The most complete line made 
and each an improved tool. 
Solid Stock and Dies 
Adjustable Dies and 
Stoek: 


3 w 8 
Receding Threaders Pipe Wrenches 
Hinged Pipe Vises Chain Tongs 


Write for new catalog 


Pipe Cutter 
—, Blade Cutter 


ARMSTRONG BROS. TOOLCO. 
“The Tool Holder People” 
314 N. Francisco Ave., Chicago, U.S.A. 


Eastern Warehouse and Sales: 
199 cajeene St., New Vere 





SIZE MARKED 


PUMP LEATHERS 





simplex size-marked pump leathers were orig- 


inated for your convenience—and the con- 
venience of your customers. You know from 
experience how vague a customer can be when 
he wants a pump leather—and how annoyed 


he is when he gets the wrong size 
Simplex size-marked pump leathers eliminate 
ust such complaints. The size is clearly marked 
yn each pump leather. Why not create cus- 
tomer good-will with Simplex size-marked 
pump leathers? 

Ask your jobber or write us for price list 











It is expected that the present 
limits of 55 hours for men and 48 
hours for women will be retained, 
but that many of the exemptions 
of the present law will be elimi- 
nated. A provision of the revenue 
act, which was well on its way to 
final enactment, provides a tax of 
one-third of 1 per cent on the face 
value of installment paper. 


NORTH DAKOTA — Efforts 
to bring small business men under 
the unemployment compensation 
act by removing the exemption 
now given employers of less than 
eight persons were defeated by the 
legislature. Other bills lost would 
have regulated itinerant merchants 
and would have prohibited sales 
below cost. Legislative approval 
was given a use tax to extend the 
sales tax to purchases made from 
mail order houses and other out- 
of-state sources. Another new law 
provides for assessment of stocks 
of stores on average inventory 
rather than year-end inventory. 

The backing of the North Da- 
kota Hardware Dealers Associa- 
tion and other independent retail 
groups given to a chain store tax 
measure failed to gain its ap- 
proval. At a legislative hearing 
conducted by the house committee 
on taxes and tax laws, Miss Louise 
Thompson, association secretary, 
declared the bill asked the legisla- 
ture to make a choice between 
two rival forms of business organ- 
ization, the home-owned store or 
the chain store. 

Initiative petitions seeking a 
special election, on a proposed 
gross income tax to be levied 
against all business, trade, pro- 
fession, occupation or calling are 
being circulated by a committee 
for the aged headed by former 
governor William Langer. It 
would provide funds for a $40 a 
month old age pension. Roy Mer- 
chant, secretary of the North 
Dakota Retail Merchants Associa- 
tion, described the proposed tax 
as “vicious” so far as the retail 
merchant was concerned. He cited 
a retailer who last year made a 
profit of $4,400, but that if the 
gross income or transactions tax 
were in effect he would have sus- 
tained a loss of $1,100. 


OHIO— Bills to license and 


regulate itinerant merchants have 













been introduced in both branches 
of the legislature, while two sen- 
ate bills would prohibit unfair 
sales practices. Several bills in 
the lower house would make 
changes in laws governing con- 
ditional sales, but none _ had 


proceeded beyond committee. 
Another house bill would levy 
taxes ranging from $25 to $550 
on chain stores, while another 
measure would authorize munici- 
palities to levy chain store taxes. 
The Ohio Hardware Association 
is working for legislation to 
exempt employers of fewer than 
eight persons from the unemploy- 
ment compensation act, in place of 
the present three or less. It also 
favors legislation to make manda- 
tory collection of the state sales 
tax from the consumer, and is op- 
posing a proposed state wage-hour 
law. 


OKLAHOMA—The house rev- 
enue and taxation committee has 
favorably reported a bill to levy 
taxes on chain stores ranging 
from $10 to $1,500 a store. Rep- 
resentative George Miskovsky, 
Oklahoma City, author of the 
measure, told the house, following 
committee approval, that he had 
received a telephoned threat “that 
unless the chain store tax bill is 
discontinued, I would be killed.” 
Miskovsky had previously offered 
to sacrifice the emergency clause 
of the bill and let the proposal go 
to the people on a referendum in 
a move to recruit support of mem- 
bers who otherwise would vote 
against the bill. Passage of the 
measure with the emergency 
clause would bar an election on 
the proposal, while enactment 
without the clause would enable 
chain store interests to postpone 
its effective date pending a state- 
wide referendum. A _ favorable 
house committee report had been 
given a measure to prohibit be- 
low cost sales and to stem “mo- 
nopolistic practices.” The senate 
passed and sent to the house a 
trade mark registration bill pro- 
viding a $2 fee. Its author 
claimed it would give the holder 
of a trade mark protection in the 
state similar to that given by a 
patent issued in Washington. 
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TORRENT 72aveler AUTOMATIC 


HOME OWNERS, ESTATES, 
GOLF COURSES ARE ASKING 
FOR TORRENT TRAVELERS! 


EVERYBODY WITH GRASS TO WATER 

is asking about this amazing new automatic 

| sprinkler! It does the job... 
to last . . . and it’s priced to sell! 


it’s made 


A SIZE FOR 
EVERY 
PURPOSE 


CREEPS ALONG WY HOSE — ADJUSTagie 


| The Torrent Traveler is an im- 
| proved walking sprinkler at a new low 


price! It’s built in 3 sizes to take care of tne 


| smallest or largest grass area—and priced to fit 
| every purse! It actually walks by itself—creeps 


along the hose withcut the aid of any other mech- 
anism—follows any course laid out by the hose— 
then shuts itself off when it reaches the hydrant! 
(Shut-off optional.) It pulls from 75 ft. to 200 ft. 
of water-filled hose (depending on model). It can 
be adjusted for speed . . . to soak or sprinkle .. . 
to cover a wide or narrow strip! Works on terraces 


| or level ground. Waters thoroughly, evenly. Cuts 


water bills. Nothing to rust or get out of order! 


NATIONAL ADVERTISING HELPS YOU SELL! 


Magazines with a selected circulation of over 3,000,- 

000 logical prospects are being used this spring to 

open up markets never before reached by automatic 

sprinklers! Be ready to fill the big demand in your 
' 


| territory! Write for details NOW! 


| AUTOMOTIVE SPRINKLER CO. 


Dept. HA 


North Platte, Nebr. 





CHAMBERLIN 
BRASS THRESHOLDS 





DURABLE... WEATHER-TIGHT... 
GOOD LOOKING... 
and reasonably priced 


© Doorways get hard usage — strength and weather- 
tightness are important. Chamberlin Brass Thresholds 
meet every requirement and are available in a wide 
range of styles and prices. Take advantage of 
Chamberlin's long experience. Write today for details 
and a free booklet on Chamberlin Brass Thresholds. 


CHAMBERLIN METAL WEATHER STRIP CO. 


1256 LaBrosse Street Detroit, Michigan 
SINCE 1893 — THE STANDARD 
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GARDEN LAWN 
AND “iS TOOLS 


NEW POPULAR SELLERS 
. . - Dandelion Puller 


Everybody that sees it wants one! 
Nothing else like it built. Easy-pene- 
trating 1-piece thin blade, drop-forged 
of high-carbon steel. White ash han- 
dle, wax finished. 45” long. 


Simple 
Efficient 
Attractive 
























Finest on the market . . . sharper, 
cea or pees cutting edge 
piece high carbon steel blade, 
shank, reinforced back. 
short handle. 


OTHER NORCROSS ITEMS 
@ Hand Cultivators, long or short 
@ Garden Grower (Muicher) 
@ ‘Out-U-Kum"’ Weed Puller 


The Standard of Quality for nearly 
Half a Century. 


WRITE 8 sesrect “nceren: 
Cc. S. NORCROSS & SONS 


DENT" wholesaler. 
omeaa=me=m—m~me. = = j. _  (« “ea 
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PENNSYLVANIA—New bills 
would prohibit the manufacture, 
sale and offering for sale or ex- 
posing for sale of any air-rifle, 
B-B,gun or similar toy which has 
become a dangerous instrumen- 
tality, and would require lock- 
smiths and keymakers to have all 
persons ordering the making of 
keys for motor vehicles standing 
upon the highways or in public 
places to produce the ownership 
cards covering such 
hicles. 

Following a lower court ruling 
that the state’s chain store tax law 
was unconstitutional, bills for a 
new act were being prepared for 
consideration of the legislature. 
Also pending is a bill to strength- 
en the state’s fair sales act, on 
which a court action challenging 
its constitutionality is pending. 
Governor James expressed oppo- 
sition to a state tax revision com- 
mission proposal for a 3 per cent 
tax on gross receipts of all retail 
business, asking: “What’s the 
difference between that and a sales 
tax?” He called attention to his 
campaign statements against a 
sales tax. 


motor ve- 


SOUTH DAKOTA — Among 
bills given final legislative ap- 
proval before adjournment of the 
legislature in March were measures 
to provide a use tax to operate 
with the sales tax, to tax chain 
stores from $1 to $150 per unit, 
depending upon the number of 
stores operated under one manage- 
ment, to require that binder twine 
bear a label or tag stating the 
name of the manufacturer or im- 
porter, the kind of material, date 
of manufacture and number of 
feet, to require that the amount of 
claim be stated in papers served 
in garnishment actions and to 
eliminate used farm machinery 
from provisions of the state sales 
tax. 


TENNESSEE—A bill for a 
state wage-hour act died in the 
house. 


TEXAS—Committees of both 
the house and the senate have ap- 
proved fair trade bills designed to 
permit manufacturers of trade- 
marked products to fix minimum 
retail prices. The house bill, how- 
ever, was amended to provide 





that it in no wise shall repeal the 
anti-trust laws, that minimum 
prices may be disregarded during 
a 30-day annual clearance sale. 
and that farmers may stamp thei: 
containers and fix a price for thei: 
products. A bill to repeal the 
present chain store tax, which im- 
poses fees ranging up to $750 per 
store on chains of 50 or more 
units, has been introduced in the 
house. The house committee on 
criminal jurisprudence killed a 
bill to require owners to register 
firearms. 


UTAH—Final approval and 
the governor’s signature has been 
given a bill to define “cost” under 
the unfair sales act as cost plus a 
6 per cent markup. The house 
passed a bill which awaits senate 
action to make a cost survey by a 
trade or industry conclusive evi- 
dence of the cost of merchandise 
to each firm in the trade unless 
the individual firm keeps a con- 
tinuous and accurate record of its 
own costs. 

Measures that failed of passage 
sought to license and tax itinerant 
merchants, to regulate conditional 
sales, to prohibit deficiency judg- 
ments on conditional sales and to 
require a $6,000 annual license fo: 
issuance of stamps or tokens in 
connection with the sale of 
merchandise. 


VERMONT —\The senate, by a 
vote of 16 to 13, refused to pass a 
fair trade bill designed to permit 
manufacturers of trade-marked 
products to set minimum retail 
prices. A similar bill was killed 
by the 1937 legislature. The 
measure proved to be one of the 
most controversial before the cur- 
rent legislative session, two hear- 
ings conducted by _ legislative 
committees having packed senate 
chambers. The house followed the 
senate’s action by killing an un- 
fair sales act which would have 
prohibited below-cost _ selling. 
Sportsmen are joining with hard- 
ware dealers in opposition to a 
measure which would require 
merchants dealing in firearms to 
keep a record book recording 
sales of shotguns, rifles, revolvers 
and pistols. The measure would 
provide that records be kept for 
six years on all sales. Other pend- 
ing bills would levy a 3 per cent 
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Stock the Line 
That Sells! 


The Choice of 
Home Building Experts 


e FINE TONE—SMART STYLES 
e NATIONALLY ADVERTISED 
e DEALER HELPS 

e POPULAR PRICES 


Rittenhouse Chimes are the choice of 
nationally known home building au- 
thorities. Selected for exclusive instal- 
lation in House Beautiful’s Bride’s 
House. Also in the P. E. D. A. C. 
House of Homes, Rockefeller Center, 
N. Y. and “Homewood—the AlIl-Gas- 
Good Housekeeping House” at the 
N. Y. World’s Fair. 

Rittenhouse Chimes have superb tone, 
smart styling, rugged construction and 
a variety of tubular and bar chime 
models in various finishes listing from 
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YEAR 
ROUND 
Q USES... 


Mean Year ’Round Profits 


@ They use “Black Leaf 40,” every month the 
year around: every person who grows flowers or 
vegetables, raises poultry or livestock, or owns 
shrubs, evergreens or fruit trees is a potential 
user of “Black Leaf 40.” Because “Black Leaf 40” 
has so many uses, the constant demand for it 
means steady profits for you the year 
around. 





$1.00 


Cash in on Rittenhouse national ad- 
vertising. Stock the profit line for ’39. 


Get 


showing complete line, dealer helps, etc. 


THE A. E. RITTENHOUSE CO., Inc., 
Dept. 206, Honeoye Falls, N. Y. 


+ 


& 


to $50.00. 


the facts. Send today for folder 





BITTENHOUSE 


F ELECTRIC DOOR-CHIMES?= 














@ The unfailing dependability of Barrows 
Hardware and Locks serves a twofold mis- 
sion. @ For your customers it means greater 





Get your share of “Black Leaf 40” 
profits. Tie in with the vast nation- 
wide campaign in over 4,000 magazines 
and newspapers by displaying “Black 
Leaf 40” in your store. Check over all 
your sizes of “Black Leaf 40”—today. 
Be ready for the big demand that 
means profits the year around. 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. 
INCORPORATED @ LOUISVILLE, KENTUOKY 


ee 
APRIL 6, 1939 











security against unlawful entrance. @ For you it means an 
open door to greater profits based on good salable values. 
Know more about Barrows—the line of quality and dis- 
tinction. Write for complete details .. . 


SECURITY by 


BARROWS 


Division of the Yale & Towne Mfg. Co. 
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skilled axe 
users where jobs are tough, 


Favorites of 
Collins Axes are also the fa- 
vorites of dealers everywhere. 
Woodsmen know they “Cut 
Longer Between Sharpenings,”’ 
and dealers know that to carry 


MICHIGAN 
SINGLE BIT 


Collins means profit in your 
axe line. 

The complete line of Collins 
axes, hatchets, mattocks, small 
axes, bush hooks and hoes, 
promises satisfied customers. 

Order from your jobber. If 
he can’t supply you, write to 


DAYTON 


The Collins Company, 
Collinsville, Connecticut. 
* » 


For 113 years, 
this trade mark 
has been the SV WA 
fuide to axe — 
quality. (eerrimus 





DAYTON SINGLE 
BIT BEVELED 


FLUE STOPPER 


SEASON 
“IS NEAR 


ew CLARKS 
*3 GEM 


The folding spring- 





wire fasteners are 


securely held at 





four points by slots 
raised from the 
metal of the blank. 


Attractive new pic- 
tures, lithographed 
on metal, are 
clenched to the 
blank. They will 
stay bright and 
clean—cannot 
wrinkle, curl, or 
come off. 





Get #3 Gems from your 
Wholesaler or write us for reference. 


J). L. CLARK MANUFACTURING..CO 


ILLINOIS 


ROCKFORD 
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sales tax, and would repeal any 
provisions in a city or village 
charter giving the city or village 
the power to license, regulate or 


restrain itinerant vendors § and 
peddlers. 
WASHINGTON — The senate 


gave final legislative approval to 
a house unfair bill pro- 
hibiting loss leaders and price 
differentials between _ localities. 
Governor Martin has signed a use 
tax bill extending the state 2 per 
cent sales tax to out-of-state pur- 
chases. 


sales 


WEST VIRGINIA—The house 
killed a proposed wage-hour bill 
by voting to keep it in committee 
at adjournment of the legislature. 
Other measures that died in the 
same manner would have levied 
a chain store tax running up to 
$250 a unit, and would have ex- 
tended the sales tax to out-of-state 
purchases through a use tax. 
Governor Holt allowed an unfair 
sales bill, prohibiting below cost 
selling, to become law without his 
signature after its passage by the 


legislature. He did not comment 
on the act. 


WISCONSIN — The assembly 
postponed a bill seeking to reduce 
the sale of binder twine manu- 
factured in the state prison on the 
open market by 20 per cent within 
each of the next five years. The 
senate passed and sent to the as- 
sembly a bill to prohibit use of 
trading stamps on articles subject 
to fair trade contracts. Pending 
measures would provide more 
drastic taxes on chain stores based 
on graduated license fees and 
taxes on gross income and would 
provide an unfair sales law pro- 
hibiting loss leaders. 


WYOMING — Among laws 
passed by the legislature prior to 
adjournment was one to license 
and tax itinerant merchants. Bills 
that failed during the closing 
days of the session weuld have 
established a state wage-hour law. 
would have taxed chain stores and 
would have allowed a credit on 
sales tax payments when articles 
were accepted in trade. 


Absolute Payment? 


AN an item be 
not paid? 
That sounds like a senseless rid- 
dle, but it may have serious conse- 
quences for the business man. A 
check is said to be conditional pay- 
ment of an item in the sense that 
the person who gets the check ac- 
cepts it subject tb the condition that 
it will be paid when presented at 
the bank. Absolute payment is pay- 
ment in cash or its equivalent, such 
as the honoring of the check by the 

bank. 

A business man, for example, 
tenders a check to pay the premium 
on his automobile insurance. He 
gives the check to the insurance 
company on the last day for pay- 
ment to keep the policy in force. 
The company takes his check as 
conditional payment. If the bank 
honors the check, the payment was 
absolute; if the bank does not honor 
the check there has been no pay- 
ment at all. 

Thus if the business man should 
have an automobile accident the 
next day and if the bank should dis- 
honor his check because, for exam- 
ple. it was drawn against funds not 


paid and still 


yet collected, the law would con- 
sider that the insurance policy had 
lapsed since the tendering of the 
dishonored check was no payment 
at all. He would therefore lose his 
insurance protection unless he could 
show that at the time he tendered 
his check to the insurance company 
it was accepted as “absolute pay- 
ment.” Even if he made the dis- 
honored check good later on, the 
insurance company would not have 
to accept it in payment. 

Where it is vital to a business 
man that an item be paid on a cer- 
tain date, he should either make 
absolute payment in cash or certi- 
fied check or be absolutely certain. 
if he gives his personal check, that 
it will be honored by his bank. 
Many slip-ups of this kind occur 
when a business man draws his 
check in the belief that he has 
money in the bank to meet it, only 
to find that the checks he has de- 
posited in the bank have not yet 
been collected. Most banks will not 
honor a depositor’s check if the bank 
has not yet received the actual 
money money from checks deposited 
by him. 
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A Justrite 

PUSH CLIP 

to Each Foot 
of Cord... 


Just stop to consider the vast market for this 10c seller 
... isn’t it amazing? Yet there it is—every eight feet of 
electric cord that trails on the floor is a live market for 
another card of Justrite Push Clips! 


Nationally Advertised ! 
fh It’s Justrite that customers demand—they’ve seen the ads 
in Good Housekeeping, Saturday Evening Post, American 
Home and Better Homes and Gardens. It’s Justrite they 
buy, toomeven when they hadn’t thought of it before— 
—— because its attention -compelling sales card jogs their 
memories! 


Stock this profit-maker—order Justrite Push Clips from 
your jobber today! 





JUSTRITE MANUFACTURING CO. 


2063 SOUTHPORT AVENUE ° CHICAGO, ILLINOIS 









































CU, builds over 50 oil ranges, stoves and 
heaters—a size for every bome, a price 
for every pocketbook. 


SEND FOR BIG NEW CATALOG 


UNITED STOVE CO., Ypsilanti, Mich. 


Quality Oil Cook Stoves and Heaters 
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MR. DEALER: 


Never forget that you can safely recommend any roofing—IF its 
surface (that is, its outer protective coating) is composed of 
STA-SO; a surfacing material of hard, crushed, everlasting 
Vermont slate widely used by leading manufacturers to com- 
pletely seal and permanently protect their make of roofing 
against age, weather, sun and fire. STA-SO is non- fading; 
non- porous; wear-defying. STA-SO, as you see it on roof- 


ing, shows no brand name 
| NO ROOFING IS BETTER THAN py Fey Always make sure 


ITS SURFACE that any roofing you carry, 


or order, has this complete 
protection of STA-SO sur- 
facing. Write for the facts. 


ay CENTRAL COMMERCIAL CO. 
Ata CHICAGO 


| YOU CAN ALWAYS SAFELY RECOMMEND 
ANY ROOFING SURFACED WITH 


: STA-SO sisi : 



























(Reg. U. 8. Pat. Off.) 


ASBESTOS WICK 
DISPENSER 


TAKE advantage of Na- + 
tional Hardware Week to 
introduce Flamemaster Asbes- 
tos Wick to your trade. There 
couldn't be a more appropri- 
ate hook-up. 

National Hardware Week 
—planned for sales-stimulat- 4 . 
ing displays . . . Flamemaster x AY 

ick Dispenser—designed to pat. applied for, wy 
sell more wick by display- 
ing it the new and better DISPLAY IT 
way. 

Cuts out time loss and waste PROMINENTLY 


of stock through mistakes in DURING 


cutting. All rolls plainly marked 
for size. Stove Guide on front NATIONAL 
HARDWARE WEEK 


gives correct lengths for all 
ranges. GPECIAL DEAL 4° *. of 
ft 





popular makes of stoves and 
Flame- 
When you sell your custom- master Wick (4 rolls of 100 
ers "Flamemaster" you hand each) in these popular 
them a “rock weave" wick that widths: 7" - I" ~ 14" ~ 1%". 
. Dealer's Net $9.25 Delivered. 
> ow re other wicks. A sat- All-metal DISPENSER FREE. 
isfied customer is your best Attractively lithographed in 3 
advertisement. And remember colors. Weight only 19 Ibs. 
—your profit on ''Fiamemaster"’ FREE DEALER AIDS included 
is 300% or better! in Special Deal. 
Order today: Write your name and address on margin, clip 
ad and forward to your jobber. If he can't supply you 
send us his name. Ask for particulars on Cut-to-fit Boxed Sets. 
Sold exclusively through hardware dealers 











TRIPLEWEAR, Paterson, N. J. 
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STEARNS 
LOW COST FAUCETS 


Be sure to stock Stearns Faucets. It is a 
profit-making line. Low in price but high 
in dependable quality. Leak-proof. Guar- 
anteed to hold all petroleum products and 
other non-corrosive liquids. Made of 
close-grained grey iron—cadmium-plated. 


“Self-Closing” 
Faucet No. 60 


%” U. S. Std. Pipe 
Thread. %” Flow. 
Special impregnated, 
No. 60 permanent leather 

valve facing. Tapered 
thread sealing plug to permit cleaning valve. 


“Lock-Lever” 
Faucet No. 50 


%” U. S. Std. Pipe 
Thread. %” Flow. 
Plug ground to each 
barrel. Spring wash- 
er holds tight joint. 


OIL AND MOLASSES GATES 


A full range of sizes and styles—for im- 
mediate de- 
livery. Lock- 
fast and Perfec- 
tion patterns. 
Sizes %” to 6”. 
Pipe thread, 
wood thread, 
flanged and por- 
celain lined. 


Write for circular, price list 
and discounts. 


E. C. STEARNS & CO. 


Estab. Syracuse, N. Y. 1864 























a AY Easily adjusted to five different 
watering positions. Can be 






moved without turning off 
water. The handiest sprinkler 
yet. Four sprinkling positions 
give water spread up to 20 ft. 
and nozzle position gives 40 ft. 
reach on average pressure. Ad- 
justment easily made with flick 
of thumb or finger. Sprinkl- 
Nozzle can be stuck in ground 
or held in hand. Rustproof and 





finished in attractive colors. 
/ Dealer price $2.25 per doz., 





FIVE V postpaid or from your jobber. 
WATERING 
POSITIONS RETAILS 29¢ 





A FAST SELLER— 
ORDER TODAY 


THOMAS PRODUCTS CO. 


15473 Indiana Ave. Detroit, Mich. 
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GET THESE 


NOW 





rary 
Baa Aa! 
A 8 8 9 





ADD THESE LATER | 





The Lockwood portable sample room—an attractive 
traveling merchandise display for builders’ hardware. 


Portable Sample Rooms for 
Builders’ Hardware 


HE Lockwood Hardware Mfg. 

Co., Fitchburg, Mass., has de- 
vised the Lockwood portable sample 
room which provides a clean and 
presentable display of samples at a 
minimum cost; provides an efficient 
pricing system, and a _ convenient 
and compact traveling merchandiser 
to take directly to the builders’ 
hardware prospect. It also enables 
the dealer to increase his builders’ 
hardware stock as his business in- 
creases. 

The portable sample rooms were 
designed on the premise that actual 
samples put more punch, more con- 
viction into a sales story. With case 
No. 1 a dealer is ready to show 
inside and bathroom door trims, 
side by side. With Case No. 2, he 
can show two complete front en- 
trance door trims including handle, 
knocker, push-button and letter drop 
with a choice of seven handles. 

Each case is furnished with a 
simplified price list, giving the set 
number which applies to each sam- 
ple with space for the dealer to 
write in his cost and selling price. 
Each sample is numbered for easy 
reference. In addition, on the back 
of each panel is additional informa- 
tion, giving set number, finish sym- 
bol and description of component 
parts of this set. This makes it 
possible to sell the locksets without 
reference to the catalog or price 
book. 

In Case No. 1, 24 easel panels 
display the inside and bathroom 
trims in a range of five designs and 
two finishes — polished brass and 
dull brass oxidized and relieved with 
bright nickel for the inside of the 
bathroom trim—in combination with 
metal and glass knobs and Patrician 
knobs with interchangeable colored 
bodies. The price of this case is 
$16.00 complete or is available with 


Deal No. 1, comprising the sample 
case, including samples, and which 
is given free with any stock order 
amounting to $325.00. 

Case No. 2 has eight easel panels 
and the samples are shown in 
the popular hammered iron finish, 
polished brass, brass and dull black, 
and brass, oxidized and relieved. 
The price is $25.00 complete or is 
offered in Deal No. 2, comprising 
Case No. 2 including samples, which 
is given free with any stock order 
amounting to $500.00. 

For both cases the price is $40.00 
or both cases are available in Deal 
No. 3 which comprises both cases 
with samples and is offered free 
with any stock order for $750.00. 
The free deals are limited to three 
of any one deal to a customer. 





Sales of Tulip Bulbs 
Average $100 a Day 


(Continued from page 69) 


Saturday salesmen at the store are 
always Michigan State horticul- 
ture students. These students per- 
sonally solicit the fraternities. 

If a housewife desires a design 
showing her how the tulips should 
be planted in her particular yard, 
the horticulture student salesmen 
are quite competent to advise her. 
Also the tulip planting, if exten- 
sive, is more trouble than many 
householders desire to go into. 
Therefore the store keeps a list of 
horticulture students who would 
like to earn a little side money by 
building tulip beds, and refers cus- 
tomers to these students. 

Sales of peat moss, fetilizers and 
similar accessories are always tied 
in with the tulip sales. 
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CAKE SAVERS. 


Every woman recognizes 
her need of a handy con- 
tainer to keep foods 
clean and fresh; and she 
is attracted by the bright 
colors and hand-painted 
decorations of Carlton 
Cake Savers. Only Carl- 
ton has the patented air 
and dust-tight edge seal. 
There is no limit to sales. 
Order of your jobber. 











CHECK THE ROPER 


Exclusive Features 


Direct-Drive (no belts), Sani- 
Tank (absolutely sanitary), 
Air Volume Control and Built- 
In Pressure Switch (automatic 
operation). 


The Roper Double-Acting 
Single Cylinder Piston System 
pumps water from any source 
down to 22 feet. Capacity, 250 
gallons per hour. Write for 
literature on shallow and deep 
well systems. 


ROPER 


TEE came 


WATER SYSTEMS 











GEO. D. ROPER CORP., ROCKFORD, ILL. 











BIGGEST MONEY MAKERS 
Fastest Selling Can Openers 


Vaughan 
SagETY Rout 


DE LUXE 


Automatic 
CAN 
OPENING 
MACHINE 


(Wall Model for 
Home Use! 





You'll find quick profits in Vaughan’s Nationally Known 

Line of Can Openers. No. 330—a real leader is the finest 

popular priced STATIONARY Can Opener known. Modern, 

streamlined design. Built to last a lifetime. OPENS ANY 

SIZE OR SHAPE OF CAN WITHOUT ANY CHANGE 

OF PARTS. Quick action disc cutter. Simplest to oper- 
‘ ate... sells itself on display. 


° The ow Can Opener 

Ss . Round Oval 

SAFETY Raut Je. } ~ age with ease “neuen 
safety rolled 


TCS rR 


Check your stock on this great seller. 
Over 50,000,000 sold. The demand in- 
creases daily. Be sure to feature this 
NATIONALLY ADVERTISED item in 
your fall sales. Write for catalog and 
prices and look at the entire Vaughan 
Line. 


VAUGHAN NOVELTY MFG. CO., INC. 
World's Largest Manufacturer of Can Openers 
3211-25 Carroll Ave. Chicago, Ill., U. S. A. 
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..» Note these 


Retail Prices... 


Disc Sander, 8/2”. .$5.00 
Drill Press, 15” high 5.30 
Jig Saw, 10” throat. 5.30 
Belt Sander, 4”x4” 
NG, cba ndsasan 8.00 
Lathe, 8” Swing, 30” 
between centers... 9.50 


Better 
POWER 
TOOLS 


Lower Cost 














Bench Saw, 6” blade.11.00 
Bench Saw, 8” blade. 25.00 


Prices west of 
Rockies slightly 
higher. 
Arcade Craft Tools give 
the home craftsman 
greater values than was 
ever thought possible. 
Designed and engineered 
right. Quality built for 
long service and accurate workmanship. Priced 
to demand attention. Write now for FREE 
CATALOG illustrating this complete, quick-sell- 
ing line of Bench Tools, Model Makers, and Ac- 

cessories. Order from your jobber. 


ARCADE MFG. CO. 
1201 Shawnee St. 


Freeport, Ill. 


(op 


ARCADE 
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Feature this nec- 
essary aid to cook- 
ing accuracy and 
careful buying 
habits. The MOD- 
ERNAIRE is sim- 
plicity itself — No 
dust catcher parts or extra gadgets— 
it is as easy to clean as a china dish. 
Tucks away in a cupboard in a minimum 
of space. Indispensable as a general 
utility scale for the home. 

Weighs up to 25 pounds by s. A 
scale of recognized HANSON QUAL- 
ITY. isk veur jobber for details. 


HANSON 


SCALE COMPANY (Est. 1888) 
510 N. Ade St#., 1150 Broadway, 
Chicago New York 


oodWay 


GRINDER 











* 


Real Quality Miniature Tools 


Carrying an internationally known tool 
name. Correctly designed, correct op- 
erating speeds, genuine high torque 
drill motors. 1000 RPM DRILL, Die 
cast handle and gear case, and blue 
‘erackle steel body, handles 4” in 
steel, $7.95. 20,000 RPM GRINDER 
to match, more efficient design, more 
power, $5.95. A double sale oppor- 
tunity—the Drill and Grinder with 5 
accessories in a fitted steel carrying 
case, $14.95. A Stand that converts 
these tools into a lever fed drill press 
or precision grinder, $3.95 A com- 
plete line of Accessories—Stock Dis- 
play Boards, Circulars, Electros, and 
national advertising. Ask your jobber 
or write direct for catalog sheets, 
mailing and counter circulars and dis- 
counts. 


id 
Brery BpeedWay Grinder <ts 4 
sold builds repeating EY 
secessorics business 





DRILL AND 
. GRINDER SET 


SPEEDWAY MFG. CO. 
1836 8. 52nd Ave., 
Cleere. tilinels 
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Comments on the New York World’s Fair 


(Continued from page 92) 


York Bible Society is supplying 
the leading hotels of the city with 
thousands of new, fresh, clean 
Bibles. These Bibles will be left 
in each room. This, to my mind, 
is very appropriate, because be- 
fore taking a plunge into the 
“World of Tomorrow,” we could 
not better enjoy a plunge into the 
world of the past than by reading 
the Bible. 

The Bible Society, when they 
give new Bibles to the hotels, take 
the old ones back and send them 
down to the mountain folks in the 
south, who, it seems by this circu- 
lar, are just a little short of them. 
This surprises me a good deal, as 
[ have always understood that the 
mountain folks were great students 
of the Scriptures. They, as a mat- 
ter of fact, are the only pure Amer- 
icans left in this country. We are 
told that they still use English 
words that were common in the 
days of Chaucer and Queen Eliza- 
beth. 

I have heard it stated that about 
30 per cent of all Bibles given to 
hotels are stolen. They go along 
with those souvenir hunters who 
carry along towels and soap, wash 
rags and bath rugs, not to men- 
tion match boxes and stray bits of 
silver. 

Now, before I depart from this 
interesting pamphlet, I would like 
to suggest to those who come to 
the World’s Fair that they read 
the books of Proverbs and Ec- 
clesiastes, before ‘going out into 
the city and into the Fair. Don’t 
read them after you have returned. 
That will be too late. I especially 
recommend to a visitor to the Fair 
and to New York City the Book of 
Proverbs. 

From week to week, as the Fair 
has progressed, I have read of 
the opening of various exhibition 
buildings—General Motors, Ford, 
General Electric, Westinghouse, 
and even the drug manufacturers. 
You know these drug manufac- 
turers will have a building of their 
own. They will have a_ place 
where the drug people can meet. 
But, alas, when I pursued my in- 
vestigations further, when I called 
up certain authorities here in New 
York, I learned that the hardware 


trade would not be represented. 
This seems to be a pity. 





(EDITOR’S NOTE: United 
States Steel Corporation, The 
Yale & Towne Mfg. Co., Gen- 
eral Electric Co., The Stanley 
Works, E. I. du Pont de Ne- 
mours & Co., Inc., Devoe & Rey- 
nolds Co., Inc., American Chain 
& Cable Co., Chicago Flexible 
Shaft Co., Remington Arms 
Co., Bethlehem Steel Co., 
Westinghouse Electric & Mfg. 
Co., Johns-Manville Sales 
Corp., The Hoover Co., Cros- 
ley Corporation, Silex Co., 
John A. Roebling’s Sons Co., 
Ferro Enamel Co., Bemis & 
Call Co., Corning Glass Works, 
Owens-Illinois Glass Co., 
Pittsburgh Plate Glass Co., 
Firestone Tire & Rubber Co., 
and others in our field have dis- 
ove at the New York World’s 

air. 





The hardware trade in this 
country has had so much to do 
with the past. The first things our 
forefathers needed when they set- 
tled down in the woods were a 
saw, a hatchet and a shovel. All 
of our American pioneers were 
familiar with tools. Tools were a 
part of their daily lives. Then, af- 
ter a while, when they built regu- 
lar houses, they needed builders’ 
hardware. Is it possible that in 
the “World of Tomorrow” there 
will be no tools and no builders’ 
hardware? That would seem to be 
a pity. 

The United States has been the 
leader of the entire world with re- 
spect to tools and builders’ hard- 
ware. Mechanical geniuses ‘like 
Yale, Sargent, Corbin, and others 
remade the lock. The forms they 
developed in builders’ hardware 
have been copied but never equal- 
led anywhere else in the world. 
This is also true of tools. Concerns 
like Stanley have invented and de- 
veloped tools that are now found 
at the four ends of the earth. I 
have, myself, in many out of the 
way parts of the world, watched 
foreign workmen open up their 
tool kits and it was not surprising 
to see Atkins or Disston saws and 
Stanley, Yankee and other Amer- 
ican tools. 

Some interesting and amusing 
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MULTIPLE 
CONTINUOUS 
TWIST 


Regular hexag- 
onal mesh. Se- 
curely and per- 
manently locked. 


No fence steel is 
more lasting than 
copper bearing steel. 


G. F. WRIGHT STEEL 
& WIRE CO. 


Worcester, Mass. 


POULTRY NETTING — WIRE 

CLOTH—CHAIN LINK FENCE 

AND GATES—WIRE 

CLOTHES LINES — WIRE 
LATH 


GE WRIGHT wiee co 


WORCESTIER-* MAS S. 














Ow, Ra as, 28 Le ae / 


eatcd 

ve > : 
(SAMI 9, 11 or 17 bits. 
PROMCO Write now for catalog. 


nA 
She 








AN ALL-PURPOSE BORING TOOL 


Here’s a handy tool that every woodworker needs! 
The Forstner Anger Bit, unlike others, is guided by 
a circular rim instead of a center and can be oper- 









ated in any direction regardless of grain or knots, 
leaving a clean, polished surface. For scalloping, 
mortising, pattern and scroll work this tool is ideal. 
It will perform many operations commonly done with 
chisel, gouge, scroll saw or lathe tool. 


Forstner 
Auger Bits, 
for hand or 
machine boring, 
may be purchased 
singly or in sets of 
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BOMMER 


Screen Door Hinges 


are the best of each type obtainable by the 
merchant to insure a satisfied customer. 


Anticipate your season’s requirements and 
Order Now. 








No. 900 No. 960 No. 970 


Bommer Spring Hinge Co. — Brooklyn, N. Y 
Chicago Sales Office: No. 180 N. Wacker Drive 

















PRODUCED BY 
HELLER STREAMLINED CABINETS 





Increase your 1939 sales with the New Attrac- 
tive Modern Heller Streamlined Store Fixtures and Equip- 
ment. Heller has incorporated many new features to make 
your own individual store stand out for attractiveness in 
displaying your stock to best advantage. The outlay is 
surprisingly modest! 

q@ INVESTIGATE AT ONCE—Let Heller help you 
make 1939 your biggest year! Send as many details of you 
store as possible and Heller wil! help you plan by mail, with- 
out cost or obligation. 


ILLUSTRATED LITERATURE SENT FREE 


W. C. HELLER & CO. 


139 Bryant St. 20 Vesey St. 
Montpelier, Ohio New York City, N. Y. 
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NOW tnx Gur 


For years the big seller in the 
big 10c bottle—now also 
packed in cans from %-pt. to 
1 gal. Nationally advertised! 
Priced right! Ask your jobber, 
or write us giving your job- 
ber’s name, for full details. 
THE McCORMICK ones co. 
MeCarmie a ¢ Go. (Canada) Led. 
Toronto, Ontario 


SHERMAN 
Hose Nozzles g¢~« 








Line 
Sell the Sherman 
“Gold Label” to those 
who demand the finest 
hoze nozzle made— 
the “Battle Creek” to people who seek: 
“The most nozzle value for the money”— 
the Sherman “Diamond” to customers who 
want a dependable large wrought brass 
nozzle for about 35 cents and the “Brass 
King” to others who say: “Give me the 
lowest priced good nozzle on the market.” 
Dealers can meet all demands in quality 
and price with the Sherman line. 

Send for samples. 





2155 








Sold thru 
Jobbers 





H. B. SHERMAN MFG. CO. 
Battle Creek Michigan 
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things are developing under the 
surface in regard to this coming 
event. I understand that in these 
inner circles the question has 
arisen as to whether the attractions 
in New York City would offset 
some of the attractions at the Fair. 
with the result that visitors would 
be weaned away from the latter. 

I am moved to offer a little ad- 
vance advice to visitors. This ad- 
vice is based on practical experi- 
ence acquired at former fairs. It 
is when you arrive to register with 
some personal or business friend, 
that you tell your friend where 
you are stopping. Then in your 
pocket have a little memo stating 
that if anything happens to call up 
your friend. 

Once at the St. Louis Fair | 
made such a suggestion to a gentle- 
man from Texas. He thought | 
was silly, but I wrote out my name 
and address with a note to call me 
up if anything happened. The 
next morning at 3 o’clock I was 
called up by the police. My friend 
was in a cell in the city jail. Some- 
one had given him “knock - out 
drops.” So, with a little telephon- 
ing to a doctor I managed to get 
this man out of his cell and into 
a nice, white little room with a 
cot. The next morning when I 
called on him, he certainly was 
glad that I had suggested that 
memo, 

I believe a fortune could be 
made by the man who will invent 
a light-weight collapsible chair or 
a sitting stick to be sold at a low 
price. More people who will at- 
tend the Fair have become so soft 
from automobile riding that they 
cannot stand walking a mile or 
two. In other words, many people 
will have their pleasure destroyed 
because of tired feet. One general 
remarked that the first thing to 
look out for in every army was the 
preparation of its feet. This is 
especially true of the Fair. Bring 
along your easiest and most friend- 
ly shoes. 

One woman has evolved an idea 
that probably will be very popular 
and will prove to be a money- 
maker for her. It consists of state 
flowers for each state done in col- 
ored enamels. These will be worn 
in the shape of a pin and will be 
on sale at the fair. Not only will 
they make beautiful and decora- 





tive ornaments, but the point will 
be that when people wearing the 
same flower meet they will know 
they are from the same state and 
that every person so decorated will 
have the right to speak to his state 
neighbors. A special decoration 
consisting of the arms of Canada 
will also be prepared by this en- 
terprising woman, a decoration 
done in jewels to be presented to 
the King and Queen of England 
when they visit the Fair. 

Regarding the competition be- 
tween the attractions of the Fair 
and those of the city, this problem 
will largely be settled by the 
weather. My experience of for- 
mer fairs has been that on very 
cold or rainy nights people stay 
in town. On hot, clear nights 
they go out to the Fair. 






















































Accommodations 


The first thing visitors will want 
to arrange is their rooming accom- 
modations. Thousands of rooms 
are being registered at almost any 
price. Families in and around 
New York will double up and rent 
spare rooms. I don’t think any- 
one will have to sleep out of doors. 
Of course the hotels, through their 
associations, have arranged and 
standardized the cost of rooms. 
they say on a reasonable basis. 

If you have relatives or friends 
living here, no doubt you will be 
glad to meet them again and re- 
new old ties. This will be a prob- 
lem for many New Yorkers. But 
small apartments with limited 
room space may help solve this 
problem. However—even if they 
are short on room space there will 
be plenty of opportunities for New 
Yorkers to show their hospitality 
as hosts at dinners, luncheons, 
and all the night attractions of 
this great city. 

It usually costs on a low basis, 
about $5 a person for an evening’s 
entertainment so a party of five 
only means $25. There will be 
185 days and nights of the Fair. 
so there can be a good many 
parties. Of course the corpora- 
tion official and sales manager 
with an expense account is in a 
particularly enviable position. 

Allow me to say in conclusion 
that it is a good idea when travel- 
ing or when visiting fairs, to carry 
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GAMMON Reflector Spinners 





Sales strike a new high when the GAMMON Reflector Spin- 
ner is shown in operation as illustrated here. The Spinner re- 
volves—drawing everyone's eyes to your windows—and sells 
itself on sight! It is an integral part of modern fireplace equip- 
ment and is ready for instant use. 
FREE Striking Counter or Window Display Card is sent with 


each dozen Spinners. 

















This Attractive Steel 
Display Rack Fully BARTLETT TREE paint 
Stocked Costs You to 

Only $4.75 





DOOR HANGERS 


the heaviest doors. 


Dependable Products Since 1888 


COBURN TROLLEY TRACK CO. BARTLETT MFG. 
50 Canal Street Holyoke, Mass. COMPANY 





1939 HIGHLIGHTS 
OF AMERICA’S EASIEST-SELLING 


BICYCLES 


Lower Prices 


Improved Features 
A Complete New Line 
of Lightweights 


> BICYCLES |.4 of this great line. 
BI - CLES The Westfield Manufacturing 


ay a ee Company 
[aRD of THe 
OF Westfield, Massachusetts 





Roll smoothly and easily with to State Highway 


F.0.B. Detreit with 50¢ 
freight allowance. Retail value 
$7.05. Refills at same discount. 
Here’s a fast-moving 
specialty which sells 


Depts., City and 
County Parks, Tree 
Experts, Cemeteries 
and Fruit Growers. 
Every tree-owner is a 
prospect. 
RACK DISPLAYS 

6% pts., 5 pts. & 4 qts. 


3034 East Grand Bivd. 
Detroit, Mich. 




















SHARPEN. SALES 
KNIFE SHARPENER 


THAT 
NEVER FAILS 





Perfected to assure utmost effictency in sharpening knives. 
Big improvement over all other types. Effective even with 
hardest stainless steel knives, and retails for only 35¢. 
Made of best material known. Ask your jobber. He'll 


“EDLUND CO., BURLINGTON, VT. 
ANOTHER EDLUND PRODUCT 
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STAR 


HEEL PLATES 


Insure Kapid Turnover 





THERE'S QUALITY PLUS VOLUME 
PROFITS IN FULTON DUST PANS 


Spring months are “clean up” months—the time for you 
to build real dust pan profits. 


The colorful, attractively 








Leather shoes wear away fastest on 
the heels. STAR Heel Plates pro- 
tect and save heels, sell readily and 
insure rapid turnover. 9 sizes for 
ALL sizes of shoes. % gross pairs 
in box. Sold by Leading Jobbers. 
Send for Samples and Prices. 


STAR HEEL PLATE CO. 


NEWARK N. J. 


designed line of Fulton Dust 
Pans has “eye appeal” that 
will catch and hold the at- 
tention of housewives who 
want to “dress up” and 
brighten their kitchens. 

Styles and prices to fit every 
taste and purse. Both long 
and short handled models, 
some with bevelled steel [/& 
edges, others with rubber 
edges. 


Prices, discounts on request. 


PATENT NOVELTY COMPANY 
305 Eighth Avenue 
Fulton, IMinois 
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YOU make the SALES 
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When pesky, filthy, destructive rats and mice 
start moving in the spring — that's the time 
people see them —loath them — want to get 
rid of them. Put Victor Traps on your coun- 
ters~—the rats and mice will do the selling 
for you. Order from your jobber. 


MOUSE and 
RAT TRAPS 


Animal Trap Company 
of America, Lititz, Pa. 


Wa HE makes 
the MARKET 























American Express or bankers’ 
checks, or at least if you use per- 
sonal checks, to have them certi- 
fied by your bank. It is always 
embarrassing to have someone 
drop in with whom you have a 
very slight acquaintance and ask 
you to cash his check. Hotels, as 
a rule, also object to cashing these 





personal checks. If you have 
money in the bank, why not take 
along a few certified checks with 
you? If you do not use them, they 
can always be returned to your 
bank account. After all, it is hard- 
ly fair to drop in to see people, 
with the request that they cash 
checks. 





The Wholesale Hardware Industry 


(Continued from page 78) 


important as inventive genius in 
giving us by far the highest stand- 
ard of living of any country in 
the world, has been the develop- 
ment of our present system of dis- 
tribution. 

In the main, it has proven an 
efficient system—and we have not 
yet found any satisfactory short- 
cut by which all its necessary func- 
tions could be performed. It has 
made available the new products 
of industry, as they have been de- 
veloped, to the consumers in even 
the most isolated communities 
over the country at the same or 
approximately the same price at 
which they are available in the 
large cities. 

But despite the amazingly satis- 
factory results of our system of 
distribution, there are some who 
insist that it is cumbersome, anti- 
quated, too expensive. Even from 
Washington we hear occasional 
complaint—probably from those 
without any actual business experi- 
ence—that the cost of distributing 
merchandise is too high. It is sug- 
gested that some consideration will 
be given this subject in the present 
so-called monopoly investigation 
going on in Washington. 

It is the result of such misun- 
derstanding that there is frequent 
clamor for short cuts in distribu- 
tion, agitation for consumer co- 
operatives and for retailer co-op- 
erative buying—agitation for elim- 
ination of retailers and elimination 
of wholesalers. 

It is easy to get ideas into the 
public mind, but hard sometimes 
to get them out. So I think it 
is time that, as wholesalers of 
hardware, we give more attention 
to our public relations job. 

Let’s start first with the members 
of our own organizations—see to 
it that they are thoroughly famil- 
iar with our function in the scheme 


of distribution as well as with our 
problems and record of operating 
efficiency. This may require or- 
ganization meetings, employees’ 
manuals, or occasional employees’ 
news bulletins. 

We may then find an oppor- 
tunity to do a similar educational 
job with our dealer customers. It 
is certain that they would be less 
interested in the possibility of de- 
veloping short cuts in distribution 
if they were thoroughly informed 
as to the necessity of the jobbing 
function and the efficiency with 
which the wholesaler operates. 

Then through our own individ- 
ual and group contacts with the 
public—perhaps through civic or- 
ganizations—we may have fre- 
quent opportunity to carry on this 
important public relations work. 

We have an important story to 
tell of our place in the structure of 
business economics. In many 
cases our own employees do not 
know the story; not all of our 
customers are familiar with it; and 
by many consumers we seem to be 
regarded simply as more or less 
non-essential cogs in the business 
machine. 

We know ourselves that we have 
done a reasonably good job, but 
there is no room for a self-satisfied 
or complacent attitude on our 
part. We must continue on the 
alert to adapt our business to 
changing conditions. Change is 
the immutable law; adaptability 
is the price of survival. 

If we meet future conditions 
with the same energetic spirit of 
cooperation and determination as 
has been evidenced in the past, the 
hardware wholesaler has every 
right to place his confidence in the 
future of the three-way system of 
distribution for which we have 
stood throughout the years. 
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R. MURPHY'S STAY-SHARP KNIVES 





Ail alas © -- “Roofing - 


Shirt Cutters and Pattern Makers Handles sad Blades 
World’s standard in WORK knives of every ee sinee 1850. Make 
YOUR cutlery counter more profitable! ney up, NOW! A few items shown 
above—Send for complete catalog and price: 
ROBERT MURPHY'S SONS Co., AYER, MASS. 
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KNOWN QUALITY Moms 202 See, 
SHARK BRAND CHISELS 


are made in 
Sweden from 

finest Charcoal Steel. 
Sturdy and well made. 
Dise riminating workmen ap- 
preciate their known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, which means sure profits to you. 


Beware 


0. 
I mitations 


@ Stocked by leading jobbers, or write @ 
SANDVIK SAW & TOOL CORPORATION 


47 Warren St. 11 North Jefferson St. 
New York, N. Y. : Chicago, Ill. 


























YOU HAVE THE 
Adve 











Supply the qvereholning qemens af a better rule at 
low cost with the EAGL Her pee — of the 
many reasons for EAGLE’ ouperie jority. EAGLE 
Rules are equipped with the exelusive strike. Plate 
Joints—an integral part of the wood sections. 2. 
Rules cannot be twisted or pulled apart. 3. Every 
rule has the patented Strike-Plate that cannot come 
off and which prevents wear on markings. 

Order your supply from 









your jobber TODAY! 








Write for descriptive literature on 




















THE RULE THAT HAS MADE GOOD 
EAGLE RULE MFG. CORP. 





514 Hunts Point Avenue New York NY 








PERFORMS MIRACLES 
WITH YOUR PAINT 


Rejuvenates paint 
without opening the 
can. Makes it as 
fresh as the day it 
was made. 


Improved quick-act- 
ing holder enables 
changes from '% pint 
to gallon can in 4 
seconds. 






MIRACLE 
BANTAM 
MODEL 


Available in five sizes to suit your requirements. 
WRITE FOR FULL PARTICULARS. 
MIRACLE PAINT REJUVENATOR CO., INC. 
500 ROBERT ST. -ST. PAUL, MINN. 














Wanta Good Position? 


The quickest and surest way of securing «4 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 
areatest number of readers. 


Send your copy with remittance to 


HARDWARE AGE 


Classified Oportunities Dept. 
239 West 39th St.. New York City 





THIS IS ONE 


of the items in the 


DASCO line for 
HARDWARE WEEK 


AT SPECIAL PRICES 
NATIONALLY KNOWN 


Ask Your Jobber or Write Us 


DAMASCUS STEEL PRODUCTS CORP. 
Rockford, Illinois 
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Step Up Your Sales 


WITH STEWART FENCE 
AND OTHER PRODUCTS 


| S ibite 
i tact 
f tt 


IRON 
and 


WIRE 


The Stewart lron Works Co., Inc. 


637 Stewart Block Cincinnati, Ohio 








SLIPKNOT. 
pe eaesinn 











SLIPKNOT 
- FRICTION - 


TAPE 


Highest in Quality, 
Competitive in Price— 
Attractively Packaged— 


Sold only through 
repatable wholesalers. 


PLYMOUTH RUBBER COMPANY, Inc. 
CANTON, MASS. 
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Alabama, The Retail Hardware 
Assn. of, convention and exhibit, May 
16, 17 and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N. 21st St., Birming- 
ham, Ala., is secretary-treasurer. 


American Hardware Manufactur- 
ers Assn. semi-annual convention and 
Southern Hardware Jobbers’ annual 
convention, April 17-20, 1939, at Hotel 
Roosevelt, New Orleans, La. Charles 
F. Rockwell, 342 Madison Ave., New 
York City, is scretary-treasurer of the 
manufacturers’ association. T. W. McAl- 
lister, Grant Bldg., Atlanta, Ga., is 
secretary-treasurer of the jobbers’ asso- 
ciation. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 
City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1-3, 1939, 
Cavalier Hotel, Virginia Beach, Va. 
H. L. Gilliam, 9 Rockefeller Plaza, 
New York City, is secretary-treasurer 
of the association. 


Homefurnishings, International 
Market, June 5 to 17, 1939, in the 
Merchandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., 
July 10-15, 1939, at Hotel Astor, New 
York City. Mrs. Flo English, Hotel 


Pennsylvania, New York, is secretary. 


Joint Southern Convention of the 
American Hardware Manufacturers’ 
Assn. and the Southern Hardware Job- 
bers’ Assn., April 17-20, 1939, at the 
Hotel Roosevelt, New Orleans, La. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association, and T. 
W. McAllister, Grant Bldg., Atlanta, 
Ga., is secretary-treasurer of the job- 
bers’ association. 


National Contract Hardware 
Assn. convention and exhibit Oct. 2-5, 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec- 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Retail Hardware Assn., Security Trus' 
Bldg., Indianapolis, Ind. 


National Small Business Men’s 
Assn.,. Akron, Ohio, annual convention, 
June 27, 28 and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery, is president. 


Southern Hardware Jobbers Assn. 
annual convention and American Hard- 
ware Mfrs. Assn. semi-annual conven- 
tion, April 17-20, 1939, at Hotel Roose- 
velt, New Orleans, La. T. W. McAllister. 
Grant Bldg., Atlanta, Ga., is secretary- 
treasurer of the jobbers’ association. 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary-treasurer of 
the manufacturers’ association. 


Toy Fair, April 17-29, 1939, at the 
McAlpin Hotel, New York City. Spon- 
sored by The Toy Manufacturers of 
The U. S. A., Inc., 200 Fifth Ave., New 
York City. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch of 
Bermuda on a cruise to Bermuda. Sec- 
retary of the American Assn., R. Ken- 
nedy Hanson, 1108 Clark Bldg., Pitts- 
burgh, Pa.; National Asen., H. R. 
Rinehart, 505 Arch St., Philadelphia, 
and Southern Assn., Alvin M. Smith. 
Smith-Courtney Co., Richmond, Va. 





Big Ben Electric Chime 


Alarm, sounding on a toned gong, 
starts with a series of gentle chime 
calls and then an extra loud call. It’s 
self-starting and has new type of cur- 
rent interruption signal which shows 
“red” only when an interruption has 
lasted longer than two seconds. Case 
is finished in lustrous black with nickel 
trim. Suggested retail selling price, 
$4.95; luminous dial is a dollar more. 
Westclox, Division of General Time In- 
struments Corp., La Salle, Ill. 
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TURNERDAY HANDLES 


Trademarked and Grademarked for 


TURNER, DAY & WOOLWORTH HANDLE CO., INC. 


For Catalog, Write 
LOUISVILLE, KY., 


Your Protection 


















ELECTRICALLY 
REFINED STEEL 


SERVICE 
STRENGTH 
LONG LIFE 


wrane  reOepvucrnrs 


NORTHWESTERN STEEL & WIRE COMPANY 


nhorated - Northwest Bark Wire Company - 1879 





STERLING, ILLINOIS 








CANNING TIME AHEAD! 


—it's time to stock up with 
the fast-selling 











Featuced By Leading Jobbers! 
NATIONAL PRESSURE COOKER CO. 


Department A Eau Claire, Wisconsin 





000 letters a week 


The consumer will be served! That’s why Marlin’s 1939 guns are 
already going to town. Consumers are writing in at the rate of 
1000 a week—and they mean business! QUESTION: Are you 
going to get your share of Marlin sales this year? We'll help you! 






RETAIL PRICE $11. 6O 


“STRAIGHT 
SHOOTING” 
New Marlin booklet 
on handling and care 

of firearms offer 


The Marlin Firearms Co, Free at pears. 


~ Send f 
46 WILLOW ST., NEW HAVEN, CONN. “ ply today. 





MODEL 81—25-shot tubular magazine bolt 
action .22 repeater. Simple, positive feedin 
mechanism. Automatic side ejection. Ballar 
rifling. A Marlin straight-shooting beauty! 














GET MORE TRACK and HANGER 
BUSINESS 





NO. 15 TRACK 


NO. 100 TRACK 


Sell Wagner No 
100 and No. 15 
Track with Wag- 
ner No. 1500 
series _ Roller 
Bearing Hangers. 
Give better ser- 
vice to customers 
— simplify your 
stock. 1500 
Hangers operate 
in both No. 100 
and No. 15 
Track. One 
hanger — two 
tracks. Write for 
Wagner Track 









NO. 1500 
HANGER 


and Hanger 
Literature. 


W = _— MFG. COMPANY 
A G N E Dept. HA439 
Cedar Falls, lowa 














IT’S IN THE GROOVE! 


Grooved for SAFETY — PERMANENCE — ECONOMY 
NO SHORTS—NO LEAKS 
NO GROUNDING 


Although Porcelain Products Electric Fence 
Insulator Knob No. 60 is the most recent ad- 


dition to our line, its rugged all-porcelain 
grooved construction and universal application 
has made it the most popular and fastest sell- 


ing insulator in the electric fence field. 
The grooves, though simple in appearance, 
have been carefully designed and performance 
tested in the field to insure against shorts and 
current leakage. 

No. 60 Its application to fence corners, as well as to 

straight runs, is only one of the new features 

in Porcelain Products No. 60's popular economy, that meets the Industry's 
demand for a non-grounding insulator that is 100% efficient at all times. 
There ig a Porcelain Products insulator for each electric fence re- 
quirement. 
Write for full information on our complete line. 


PORCELAIN PRODUCTS, INC. 
FINDLAY, OHIO 





















pms ig ot ate Core Solders make 
geod because they are made good. 
heir reputation for highest qual- 
ity, uniformity and economy is nation- 
wide... is a big factor in stepping up 
sales and profits. ‘win the cream of t' the big home market by stecking > popular 
Gardiner Repair-Alli Household Package. Cash in on the —— £ farmers. 

mechanies, garages and other {, 5 and 20-pound spool buyers for selders bearing the 
Gardiner trade mark. Ask your jobber for prices and details. 






















Good Window Displays « « « 


Deo you realize that no one factor will draw people to your store 
like attractive window displays of mer P 





Hardware Age is continually reproducing such window displays— 
its representatives are always on the lookout for new ideas. 


HARDWARE AGE, 








239 West 39th Street, New York City 


And many dealers who require their own copy of Hardware Age 
out it highly profitable to subscribe to eatra copies for their sales 

ree. 

The cost, $1.00 per year, is returned over and over in better 
windows and increased trade. 
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KEY BLANKS 


OF EVERY DESCRIPTION 
Also, assorted skeleton keys. 


Catalogue on request 
GRAHAM MFG. co. 


nf U. S.A. 


NSHINE 











yroces® 


‘SU 


Frenme 


cHAMO 


MADE IN U.S.A. 


ASK YOUR JOBBER 
FOR GUAR EXTRA VALUE 
SEWED PIECE CHAMOIS 


HOYT & WORTHEN TANNING CORP 
HAVERHILL, MASS 


CARTER sau NOZZLE 


‘Makes Sprinkling Sport’’ 















Shuts off 
automatically. Hand- 
oressure control—ali 
onehand. Saves water, 
temper, flowers. Big- 
ger profit per sale. 
FREE Stationary Sprin- 
kling Holder for National 
Hdwe. Week. Order from your 
Jobber NOW. 

Carter Products Corp., 702 Front Avenue, Cleveland, Ohie 


CMM WA/L 
> CLIPPERS 


The “Yankee” 


Open, it’s a sizable, business- 
like tool; closed, it’s as sleek 
as a pen knife — all due to 
new “swivel” lever. Attrac- 
tive card displays one, stores 
eleven. Retail, 15¢. At job- 
bers. Send for price sheet. 


The H. C. Cook Co. 


27 Beaver St., Ansonia, Conn. 











STEEL BRICK HODS 


Have been use 





for years 
because of 
their strength 
and lightness. 
Me. 162 oue’ All steel 
Briek a7” deep 


Prices Will Interest 
The Cleveland Wire Spring Co. 
E. 38th St. and Hamiiten Ave. 
@ @ CLEVELAND, OHIO ©@ ®@ 








STOCK THIS QUICK 
=R= 
KILLS-RATS-ONLY 


Fast selling Rat killer-—Not s poison—harmless to 
everything but Rats. Made of oven-dried red squill 
and known everywhere for over 12 years. Nationally 
advertised in magazines, Farm and Poultry papers. 
Hardware stores big outlet. Powder (for rms) 
retails for 75¢—Ready Mixed 35¢ and $1.00. A 
long profit item—a quick money maker. Hardware 
bm 2g Bo for prices. K-R-O Company, Spring- 
eld, 0. 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Auburn, N. Y.: Who makes the 
Howarth sash centers? Luke Wil- 
liams & Son. 


ANSWER: Michigan Engine 
Valve Co., 437 W. Columbia St., De- 
troit, Mich. 


Moosomin, Sask.: Where can we 
procure Webster smithing coal? 
R. D. McNaughton Co. 

ANSWER: Pennsylvania Coal & 
Coke Corp., 70 E. 45th St., New 
York, N. Y. 


Connellsville, Pa.: Who makes 
the H. A. S. double bar clamps? 
W. L. Whipkey. 


ANSWER: Hartford Clamp Co.. 
East Hartford, Conn. 


* * * 


Cleveland, Ohio: Who is the im- 
porter of Alcock’s fish hooks, made 
in England? A. G. Schock & Co. 


ANSWER: Thos. Tully Co., 343 
S. Dearborn St., Chicago, Il. 


New York, N. Y.: Who makes the 
Bull Dog Grip mop sticks? Michel- 
son & Stomberg. 


ANSWER: Steel Stamping Co.. 
Lorain, Ohio. 


Charlotte, N. C.: Who makes five- 
hole dowel plates? Glasgow-Alli- 
son Co. 


ANSWER: J. Erlandsen, 331 W. 
Broadway, New York, N. Y. 


Milford, Del.: Who makes Dr. 
Daniel’s horse and cattle remedies? 
J. H. Humes & Son. 


ANSWER: John B. Daniel, At- 


lanta, Ga. 


Hammonton, N. J.: Who makes 
Inertol bituminous sewerage paint? 
Irving I. Hearing. 


ANSWER: Inertol Co. 401 
Broadway, New York, N. Y. 


HARDWARE AGE 
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MAKES IT?” 


Information regarding sources of supply as pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 


buyers. 


This editorial feature in each issue supple- 


ments the service rendered by the “Who Makes It?” 


When writing to the firms mentioned, state 


that you secured your information from the Hard- 
ware Age Directory Number. 


So. Fallsburg, N. Y.: Who makes 
the Sentinel fly ribbon paper? 
David Rapp. 


ANSWER: R. E. Tongue & Bros. 
Co., Inc., Allegheny Ave. & Amber 
St., Phila., Pa. 


Saranac Lake, N. Y.: Please fur- 
nish the address of Theo. Haviland 
& Co., importer® of chinaware. 
Walton & Tonsley, Inc. 


ANSWER: 26 W. 23rd St., New 
York, N. Y. 


Morgan City, La.: Where can we 
procure pocket knives made by 
George Wostenholm, Sheffield, Eng- 
land? Mrs. J. J. Goldman Depart- 


ment Store. 


ANSWER: Geo. Wostenholm & 
Son, Ltd., 48 Duane St., New York. 
N. Y. 


East Providence, R. I.: Who 
makes a waxing machine for dress- 
ing poultry? Standard Hardware 
Co. 


ANSWER: Barker Poultry Equip- 


ment Co., Ottumwa, Iowa. 
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Jackson, Ohio: Who makes a 
combination police club and flash- 
light? Callahan & Hess. 


ANSWER: Wm. Powell, 305 S. 
Main St., Rockford, TI. 


Oil City, Pa.: Who makes the Tel- 
Key control system used for keep- 
ing keys for buildings? United 
Hdwe. & Supply Co. (Seep Bros. 
Branch). 

ANSWER: Tel-Key Control Sys- 
tem, 300 4th Ave., New York, N. Y 


Vancouver, Can.: Who makes an 
electric paint remover? Fred C. 


Myers, Ltd. 


ANSWER: Roesch & Associates, 
Inc., 936 University Block, Syracuse, 
Pi a 


Winner, S. Dak.: Who makes the 
Jocobs electric wind chargers? 
Beaulieu & Ineck. 


ANSWER: Jocobs Wind Electric 


Co., 2111 Wash. Ave., N., Minne- 
apolis, Minn. 


Butler, N. J.: Who makes the 
Royal Trimmer Bush Hooks? 
Meade’s. 


ANSWER: David Wadsworth & 
Son, Auburn, N. Y. 





















7A FISHING 
You SHOULD Go 


th PREMAX, 
Wi RODS 
For Profits 


Premax hits the ball for Na- 
tional Hardware Week with 
added profits on 
the best selling 
line of Solid 


Steel Casting “3* 
Rods they have .% 
ever shown. 22 
numbers at 25¢ (= 
to $1.60. Get 3 
the new Bulle. 
tin No. 391. % 
‘ 

ASK ABOUT BIG ¥%4 
SPECIALS FOR 4 
NAT. HARD- 

WARE WEEK 








PeMmax D du 


Division of Chisholm Ryder Co./n¢ 
3901 Highland Av., Niagara Falls, N. Y. ) 














ROCHESTER ADJUSTABLE 
SASH BALANCES 
A product of Guar- 
anteed quality. Real 
profit in handling 
them. 
Write for prices. 





Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 


DENISTON 


**Lead Seal’’ NAILS 


Get samples of this .remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit- maker 
and good will builder. Note the famous ‘‘Lead 
Seal’’—the lead under the head and down the 
shank actually pluge the nail hole with lead! . 

Ask your jobber or write us for samples and dem- 
enstrator blocks. 


The DENISTON Company 
4840 S$. Western Ave. CHICAGO, ILL. 





















EVERY GAS STOVE NEEDS THE 


Patented 
HYDRO-FLUE HUMIDIFIER 
New Model with DUPLEX 
FORCED DRAFT now avail- 
able. 

Modernizes the kitchen—ban- 
ishes old-fashioned stovepipe, 
vaporizes fumes, traps grease 
and dirt. Salesmen—good ter- 
ritory open. 


WARD MFG. CO. 


107-09 E. Milwaukee 
Detroit 






eo for 
FREE 
CIRCULAR 
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Classihied Opporvtumitiea. Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





[ Clamified Adwentining Rater | 





Help Wanted, Accounts Wanted 


Business ities 
Sales Representatives Wanted 
Set solid, maximum, 50 words...... $3.00 


All capitals, maximum, 50 words... 4.00 
Each additional word...... -06 


Positions Wanted 
Sepusaderttesetdvectaa .50 


word 
Allow Seven Words for Keyed Address or Y our Address 


BOXED DISPLAY RATES 
SR TED kccccecadveacices eoccess $5.00 
4. 








DISCOUNTS FOR CONSECUTIVE INSERTIONS 

4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 





HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











| = Positions Wanted 


be eee 


[Positions Wanted | 








HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York City. 





A or Promotion Manacer 


Available! 
20 years’ experience—Advertising, Pro- 


motion, Sales Letters, Merchandising, 
Publicity, Public Relations, Adv. Agency 
practice. Young, versatile, employed. Ad- 
dress Box D-424, c/o HARDWARE AGE. 
239 W. 39th St., N. Y. City. 








ISIDORE POLONSKY, 26, MARRIED, 
NOW CONNECTED with a large factory and 
mill supply house desires to change. ith 8 
years of experience in the various fields of hard- 
ware I feel that I can handle anything in the 





hardware line. Will travel if necessary. Home 
Address—1064 57th St., Brooklyn, N. Y. 
MAN, AGE 33, MARRIED, COLLEGE 


GRADUATE with thorough experience in retail, 
wholesale hardware, and supply lines, desires 
position with firm offering opportunity. Sales 
manager or assistant position desired. Now em- 
ployed in such capacity. Address Box D-423, 
cnse of Harpware Ace, 239 W. 39th St., N. Y. 
ity 





SALESMAN— OVER 15 YEARS WITH 
PRESENT concern calling on hardware, paint, 
automotive, kitchenware, seed, department stores 
and variety stores throughout ew England, 
selling to jobbers and dealers. Desire high-grade 
specialties acceptable to above on either commis- 
sion or salary and expense. Address Box D-401, 
ose of Harpware Acz, 239 W. 39th St., N. Y. 

ity. 





INCREASE YOUR SALES THROUGH EX- 
PORT—export sales engineer seeks connection 
with small manufacturer desiring to enter for- 
eign markets. Graduate engineer, thoroughly ex- 
perienced in studying world-wide markets and 
export advertising with complete knowledge of 
export procedure and details, wii! develop this 
branch of your sales. Address Box D-399, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





MANUFACTURER’S AGENT, 36, 
RIED, WITH _ strong following in Metropolitan 
territory New York and New Jersey, with hard- 
ware and housefurnishing jobbers, chain stores, 
and large retail dealers, desires to represent 
manufacturer on straight commission basis. Four- 
teen years’ experience, g record, excellent ref- 
erences. Address Box D-404, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 


MAR. 











| CAN INCREASE YOUR SALES! 


Salesman, 45 years of age, with 28 
years’ experience selling tires, bat- 
teries, radios, and household appli- 


ances in every state in Union and in 
territory west of Soo in Canada, de- 
sires position with reputable manu- 
facturer anxious to increase his sales. 
For past 12 years have concentrated 
efforts in western states, and have 
personal acquaintance with every 
buyer for all jobbers west of Chicago 
and north of Missouri. Will take on 
any established line on straight com- 
mission, or will establish good line on 
salary and expense basis. Understand 
both Jobber and Dealer merchandis- 
ing problems. 

Address Box D-419,. care of HARDWARE AGE, 

239 W. 39th St., N. Y. City. 














BUILDERS HARDWARE MAN 36, EXPE- 
RIENCED figuring from Architects’ Plans and 
Spec. on all types building construction, familiar 
with leading manufacturers lines and modern 
builders hardware specialties. Capable buyer and 
qualified to handle all details. Address Box D-439 
care of Harpware Ace, 239 W. 39th St., N. Y 

ity. 


HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West or South preferred. 
Salary secondary. Address Box D-316, care of 
Harpware Ace, 239 W. 39th St., New York City. 


STORE OR DEPT. MANAGER FORMERLY 
in charge large Hardware Division leading Na- 
tional Chain Store Organization, thoroughly ex- 
perienced Modern Merchandising & Sales Pro 
motion Metheds, Buying Control and Store Ar 
rangement seeks position with reputable indepen- 
dent dealer. Location no object. Age 36—mar- 
ried. Address Box D-431, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 


HARDWARE MAN OF _ PROGRESSIVI 
ABILITY. Thoroughly experienced in general 
hardware, including all kindred lines such as sold 
by large first-class wholesale or retail hardware 
Business, also mill and factory supplies. I am 
a successful traveling salesman for jobber and 
distributor, also aggressive sales manager. Pro- 
ductive retail store manager, capable of carrying 
out effectively and successfully progressive prin- 
ciples of store management and business admin- 
istration. Willing to go anywhere. Am mar- 
ried, have pleasing personality, initiative, con- 
structive ability, resourcefulness, dependability. 
fidelity and integrity. Protestant. Strictly tem- 
perate. Trustworthy. Address Box D-425, care 
of Harpware Ace, 239 W. 39th St.. N. Y. City. 


, 














AM INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. Ten 
years’ experience Motion Picture studio. Ex- 
cellent references. Address Box D-411, care of 
HarpwarE Ace, 239 W. 39th St., N. Y. City. 


AMBITIOUS AND CAPABLE YOUNG 
MAN, 25, am now employed and desire another 
position but only one with future. Have had 
6 years of thorough experience in all types of 
hardware, including machinery, and have acted 
in selling and buying capacities. College. Ref 
erences. Address Box D-398, care of Harpwarer 
Ace, 239 W. 39th St., N. Y. City. 


TRAFFIC AND EXPORT MAN, 30 YRS., 
aggressive, pleasant personality; heavy diversi- 
fied experience in above positions, thorough 
knowledge of domestic and foreign shipping. Rait 
and ocean ladings, trucking, warehousing; heavy 
experience in export orders, sales follow-up, 
large volumes. Satisfactory service resulting in 
future good will. Locate anywhere. Address 
Box D-420, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


BIG BUSINESS METHODS CAN BE suc 
cessfully applied to retail hardware store by 
young executive. Twenty years’ experience hard- 
ware, mill supplies, machinery as storeman, ware- 
houseman, store manager, sales correspondent, as- 
sistant purchasing agent large tool maker. Thor- 
oughly versed in selling, sales letters, direct mail 
sales, mailing lists, buying, inventory control. 
Familiar marine hardware, boats. Desire locate 
Atlantic coast or navigable river with average size 














hardware store. omg | secondary. Age thirty- 
seven. Address Box D-394, care of Harpware 
Ace, 239 W. 39th St., N. Y. City 

DISTRICT SALES MANAGER — WELL 


KNOWN, competent, conscientious and _ hard 
working representative at present employed trav- 
eling Washington, D. C., Maryland, Delaware. 
Pennsylvania and parts of West Virginia, New 
Jersey and Ohio contacting Mill Supply Houses. 
Hardware Jobbers and Retailers, desires to relo 
cate with some progressive, quality (Gentile) man 
ufacturer as Eastern District Sales Manage: 
where his knowledge of the trade and many close 
friendships will be mutually beneficial. Address 
Box D-416, care of Harpware Ace, 239 W. 39th 
St.. HR. BW. City. 


GENERAL SALES MANAGER AVAILABLE 
TO high grade manufacturer. Over 20 years 
experience with leading manufacturers in various 
lines, including several years’ management eng! 
neering experience specializing on market and 
organization development. Thoroughly versed in 
all forms of merchandising and methods of dis 
tribution, especially in heating, plumbing, and 
home appliance fields. Cost and profit conscious 
in addition to ambitious for volume. Seeking 
opportunity to demonstrate worth in five-figure 
remuneration bracket. Not interested in promo 
tional schemes—only established manufacturers. 
Adress Box D-422, care of Harpware Ace, 239 
W. 39th St.. N. Y. City. 











Samples of Merchandise, Literature, Catalogs, etc., will not be forwarded unless accompanied by full 


postage for remailing. 
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[Sales Representatives Wanted | 








SALESMAN WOULD LIKE TO REPRE- 
SENT a manufacturer to hardware, mill supply 
and plumbing supply jobbers and wholesalers in 
Metropolitan New York territory on commission 
basis. Well acquainted with trade. Address Box 
D-396, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





SALESMAN WITH TEN YEARS’ EXPERI- 
ENCE desires to make connection with manufac- 
turer or jobber in hardware and housefurnishing 
line to cover all or part of New Jersey. Would 
also consider inside position. Have a car. Ad- 
dress Box D-412, care of Harpware AGE, 239 
W. 39th St., N. Y. City. 





SALESMAN 16 YEARS’ EXPERIENCE 
BUYING, Selling and Managing Hardware and 
[Implement Store. Would like connection with 
Manufacturer or Jobber. Ohio Territory Pre- 
ferred. Married, own car. Willing to give any 
kind of reference. Address Box D-421, care of 
HarpwarRE AGE, 239 W. 39th St., N. Y. City. 





WASHING MACHINE OR VACUUM 
CLEANER manufacturer, distributor, depart- 
ment store, or dealer will find me a profitable 
investment. I am seeking a connection that will 
make the best of my twenty years’ sales and 
service experience. I also have some valuable 
ideas for manufacturing. Address Box D-413, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





24 YEARS’ EXPERIENCE SELLING RE- 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios, experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the best results. Address Box D-406, care 
of Harpware Acg, 239 W. 39th St., N. Y. City. 





AM INTERESTED IN CONNECTING WITH 
manufacturers desiring alert hardware specialties 
salesman for California. Nine years’ experience 
specialty selling on the coast. Ambitious, thorough, 
honest and capable; excellent references either in 
New England or California. Willing to spend 
reasonable time learning details of line. Address 
Box D-415, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





_YOUNG MAN, SINGLE, 13 YRS.’ EXPERI- 
ENCE in retail hardware, paint, plumbing and 
housefurnishing store; desires position with manu- 
facturer or jobber; with chance for advancement. 
Good all around mechanic; knowledge of lock- 
smith and range burners® Salary secondary. Must 
be located in N.Y.C., Brooklyn, or L. I. Best ref- 
erences. Address P. Proscia, 373 Prospect Ave., 
Brooklyn, N. Y. 





HARDWARE MAN, 12 YEARS’ EXPERI- 
ENCE IN hardware, paint, plumbing, electrical 
and janitor supply line. Expert in all branches of 
locksmithing. Know prices and discounts on ah 
materials; experienced buyer and salesman, in- 
side or outside. Own car. Seek position with 
hardware firm where there is a chance for respon- 
sibility and advancement. Address—Sol Shapiro, 
ee Ave., Bronx, N. Y. City. Tivoli 





_ FOR TWENTY YEARS, ON ONLY two 
jobs for that riod, I have been developin 
friendship with hardware and lumber jobbers an 
desirable retailers in New York, New Jersey and 
New England. I know them all and they know 
me favorably but like petticoat salesmen after the 
war, the market for my present line is gradually 
vanishing. If you have opening for a Christian, 
forty-three years young, who has averaged between 
four and eight thousand a year for many years, 
snapshot and particulars will be supplied promptly 
to inquirers as responsible as advertiser. Address 
Box D-427, care of Harpware Acer, 239 W. 39th 
*. B. FT. Cae 























REPRESENTATIVE 


Man calling regularly on hardware and sheet 
metal trade, wanted to handle high quality 
warm air furnace as side line. Fully pro- 
tected territory assigned. Write fully, giving 
lines tfow handled and territory covered. 


WHIPPLE & BLACK ADVERTISING COMPANY 
315 Fox Bidg., Detroit, Michigan 











SALESMEN: AMAZING PATENTED 
SCREW-HOLDING screw drivers! Defy com- 
petition! Jobbers, retailers buy quantities. Big 
repeats, exclusive territories. 15% commission. 
Mfr., 80-P Journal Bldg., Boston, Mass. 


WANTED — SALESMEN, ALL _ TERRI- 
TORIES TO sell high grade paint and varnish 
remover as a side line only. Splendid oppor- 
tunity for those having contacts with hardware, 
paint dealers and jobbers. Liberal commission. 
Address the Chemical Products Company, 1601 
Warner St., Baltimore, Maryland. 











Builders Hardware Salesmen Wanted 


Splendid proposition for men with estab- 
lished following among large hardware 
dealers. Commission basis, exclusive ter- 
ritory, most progressive line of builders 
hardware. State territory covered and 
lines handled. 

Address Box D-428, care of HARDWARE AGE, 

239 W. 39th St., N. Y. City. 








| = Accounts Wanted =| 











Well Known, Aggressive Organization 


account of high grade, de 
hardw: electrical and dime store trade. Satis- 








WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen now calling on retail 
hardware, paint, department stores to sell new 
Razor Blade Scrapers that carry extra blades in 
handle. These steel scrapers are adjustable to 
six positive positions. Address F. B. Williams 
Company, 507 East Pershing Road, Chicago, III. 


NATIONALLY KNOWN MANUFACTURER 
ABOUT TO place new items on the market, de- 
sires representatives now selling hardware and 
lumber dealers direct. An attractive side line with 
unusual present and future profit possibilities. 
Address Box D-418, care of Harpware AGez, 239 
W. 39th St., N. Y. City. 








SALESMEN CALLING ON HARDWARE. 
PAINT and Wallpaper stores, Lumber Yards, etc., 
to carry our Popular Priced full line Paints and 
Varnishes. Many territories open. Liberal com- 
mission. Good Opportunity. Progressive concern. 
Write to 20th Century Paint & Varnish Corp.. 30 
Roebling St., Brooklyn, 





SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lines, or 
grades, of aluminum ware to hardware stores, 
housefurnishing trade, etc. |Commission—paid 
weekly. Protected territory. Give full informa- 
tion regarding experience. State territory worked. 
Address—lIllinois Pure Aluminum Company, Le- 
mont, Illinois. 





REPRESENTATIVES—SALESMEN CALL- 
ING ON HARDWARE, Housefurnishing, Floor 
covering jobbers, chain, department, premium 
stores, find a good side line on liberal commis- 
sion basis. Give full information in first letter. 
Distributors write for wholesale prices. Address 
Box fae care of Harpware Ace, 239 W. 39th 
St.. N. Y. City 


factory references offered. 


Address CLAUDE MICHAEL AGENCY 
109 East Dorat Street, Glendale, California 














HARDWARE AND MILL SUPPLY SALES. 
MAN wishes connection as sales representative 
with manufacturer selling to dealers and jobbers 
on commission basis. Covering Metropolitan Dis- 
trict once in six weeks. Address Box D-429, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ AGENT, WELL 
KNOWN IN eastern territory, seeks two or three 
non-competing lines. Has following among both 
wholesale and retail trade and can furnish any 
required references as to character, ability, etc. 
Address Box D-426, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 


ESTABLISHED CANADIAN FIRM SELL 
ING TO wholesaler hardware trade, plumbing 
jobbers and contractors throughout nada can 
handle additional lines, preferrably merchandise 
which can be partially manufactured or assembled 
in Canada. Address Box D-374, care of Harpwarr 
Ace, 239 W. 39th St. N. ¥. City. 


SALESMAN, 38, CAN PROPERLY HAN. 
DLE one more line to the Hardware, Chain 
Variety, and Department Store trade in Texas, 
Louisiana, Oklahoma, New Mexico, Colorado, 
Wyoming, and Kansas making four trips each 
year to jobbing points. Am well financed. Ad- 
dress Box D-417, care of Harpware Ace, 239 W. 
39th St., N. Y. City. 


LINE WANTED—BY SALESMAN COVER 
{NG New York State (Outside Metropolitan area) 
and N.E. Penna. Is selling one line to retail 
hardware and housefurnishing trade and wants 
one other good line to sell in connection with this 
on commissi basis. Interested only in a g 

















SALESMEN CALLING ON WHOLESALE 
HARDWARE, plumbing and merchandise job- 
bers to handle a staple line of rubber household 
and plumbing specialties that are sold by every 
store in the country. Commission basis, can be 
handled as a side line. New York City covered. 
cg the Metamora Rubber Works, Metamora, 
Jni0 


line which dealers buy regularly. Can guarantee 
good volume with right line. Address Box D-410, 
care of Harpware Ace, 239 W. 39th St., N. Y 
City. ° 




















BUILDERS’ HARDWARE, PADLOCK, KEY 
BLANK Manufacturer, small but growing, wants 
salesmen to sell to hardware wholesalers. Terri 
tories now open:—New England States, Western 
Penna., Ohio, Indiana,—St. Louis & vicinity. 
Commission only. State present lines handled. 
territory covered and full experience. Address 
Box D-407, care of Harpware Ace, 239 W. 39th 
St., N. ¥. City. 





WANTED: SALESMEN NOW SELLING 
HOUSEWARES to hardware dealers, depart- 
ment stores, and other dealer outlets, who can 
properly handle additional line of cast aluminum 
utensils, pressure cookers, ware. Must 
thoroughly cover territory by car—commissi 
basis—exclusive territory. Give complete deta 
—confidential. Address—National Aluminum 
Mfg. Company, Peoria, Illinois. 


ion 
ils 





Side-Line Salesmen Wanted 


To salesmen now calling on Hardware, Variety and 
General Stores in small towns and cities, we offer 
a good, staple side line of 10¢ and 25¢ Paints on 
a commission basis. Write advising territory covered 
and lines now carried. 


Address Box D-362 care of HARDWARE AGE, 
239 W. 39th Street, N. Y. City 














AGE 








APRIL 6, 1939 











EXPERIENCED SALESMEN WANTED— 
ESTABLISHED HIGHLY RATED firm—best 
grade mechanics’ tools. One _ territory—New 
England; Second—Ohio, i i 
Third—Southeast. To sell on commission basis. 
If successful, small drawing account. Should 
handle one or two allied lines and be familiar 
with mechanics’ tools, no other need apply. Give 
particulars. Address Box D-381, care of Harp- 
ware Aor, 239 W. 39th St., N. Y. City. 


FOR SALE—HARDWARE BUSINESS IN 
town of 17,000 in New Jersey. Good location on 
main business street. Address Box D-414, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 


MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J 
Epstein, 815 Central St., Kansas City, Mo. 


NATIONALLY KNOWN MANUFACTURER 
DESIRES HIGH type, personable salesman to 
detail and sell jobbers—on long-established line ot 
10c furniture polish, floor waxes, fly spray, glass 
cleaner, household oil, ete. Excellent oppor 
tunity for real producer. Submit complete quali- 
fications and trade references. Enclose recent 
snapshot. Address Box D-409, care of Harpwarr 
Ace, 239 W. 39th St., N. Y. City. 


HARDWARE MAN, CAPABLE MANAGER, 
BUYER, salesman; twenty years’ experience gen- 
eral hardware, tools, factory, mill supplies, form 
erly employed by the largest concerns in the 
City of New York; now in business for myself 
for the past ten years in the Metropolitan area. 
Wants to get out of the one man proposition and 
merge with a reliable source. Offering services 
and stock equity about $8,500. Open for propo- 
sition. Address Box D-408, care of Harpwarr 














Acer, 239 W. 39th St., N. Y. City 
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(4S, TORCHES 


KNOWN 
EVERYWHERE 


Meo. 800 — Low Priced, Pump Filler, 
Polished Brass Finish. 


No. 600A — Bottom Filler, 1 Handle 
Lock Down Pump, Polished Brass Finish. 


No. 158A—Chrome Plated Tank and 
Pump, Full Skirted Windshield. 


CLAYTON & LAMBERT Mrs. Co. 


DETROIT, MICHIGAN 

























































ORDER A DISPLAY CASE 
of Page’s Tested and Dated 
Seed Packets on Our 
SALE AND RETURN CONTRACT 

ONION SETS, PA-SE-CO BRAND SEED CORN. 


A full line of Selected and Tested Varieties of FIELD. 
VEGETABLE and FLOWER SEEDS. 


Write for our 1939 “At Your Service 
Wholesale Price List Since 1896.” 
i THE PAGE SEED COMPANY 
P. O. BOX B-3 GREENE, N. Y. 








«Barrows Lock Works 












































BRUSH-NU COMPANY | 


BALTIMORE MARYLAND 






































Genui"“ DOMES o SILENCE 
SLIDE SILENTLY SOFTLY- SMOOTHLY 


O< SE SAVE FURNITURE 
& FLOORS-CREATE QUIET 


Oomes 


Domes of Silence 
Rubber Cushion Glides 


Ask your Jobber i of supplied write to 


DOMES of SILENCE Inc. 35 Pearl St. N.Y. C 
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RVs cccce oie ote 68 

McC gees ‘Sales Co., ” Red “Arrow 
McDonald ee Gn Be Te scccs 91 
McKinney Mfg. Co. .......... 1i9 
McLaughlin, Gormley, King Co. — 
Macklanburg-Dunean Co. ...... 156 
Bemseeene COUNMRET cic ccccce 159 
Manning-Bowman Co. ......... 75 
Marble Arms & Mfg. Co. ...... — 
Marlin Firearms Co., The ..... 173 
Marshalltown Trowel Co. _— 
Marvel Rack Mfg. Co. ......... = 
mwaiaster Lock Co. ............. 8 
Master Products Co., “The — 
Master Rule Mfg. Co., Inc. ..... — 
Mayhew Steel ‘a ts, Inc. — 
Maze Company, W. H. ......... 155 
Merchandise Mart, The — 
Metal Sponge Sales Corp. ...... — 

Miami Cabinet Div. of The 
Pee CR OB, cc cccccccces 151 
Mid-States Steel & Wire Co. ... — 
CEN TR. 9616 a6. <.0:3 000-068 180 
Miller, Inc., Robert E. ........ 178 
MEUOES WONG OO. ncccccscvcscs 41 


Miracle Paint Rejuvenator Co., 
DS cbc dtewdeeshaseetniwn es 171 
Moore Enameling & Mfg. Co., The 85 
Meete Push Pin Os. ....c6c00. 171 
Morse Twist Drill & Machine Co. 150 
Morgan Line, Southern Pacific 
Steamship Lines ............ — 
Murphy’s Sons Co., Robert .... 171 
Murray Ohio Mfg. Co., The . = 





Myers & Bros. Co., The F. E 40 
N 
Nash-Kelvinator Corp. ......... — 
National Carbon Company, Inc.. 97 
National Council for the Promo 
tion of Father’s Day ....... 44 
nar a Enameling & Stamping 
seth és obs 064 eee 846 12 
National IRL irO.nina 6 ¢:0\4 - 
National Lead Co. canene Le 
National Mfg. Co. 42 
National Pressure Cooker Co. .. 173 
National Screw & Mfg. Co., The — 
New Haven Clock Co., The .... 115 
Nicholson File Co. ............ 83 


Norcross & Sons, ©. 1 
Northwestern Steel 7 ‘Wire Co. 1738 
Norton Abrasives 


Norton Door Closer Co. ...... 117 
Oo 
Okonite Co., The ........ 30 
Oliver Iron & Steel Corp. ..... 151 
Outboard Marine & Mfg. Co. ... — 
P 
Page Seed Co., The ... oc. Se 
Patent Cereals Co., The ....... a= 
Patent Novelty Co. ........ 169 
oe ey err 132 
Perfection Stove Co. .......... 117 
Peters Cartridge Div. ......... < 
— Plate Glass Co., Paint 
oe Ey rere er 24 
Pittsburgh Plate Glass Co 
(Pennvernon Div.) ......... 25 
Pittsburgh Plate Glass Co 
a eee a= 
Pittsburgh Steel Co. . Seas 34 
Plumb, Inc., Fayette RRO 13 
Plymouth Cordage error 
Plymouth Rubber Co., Inc. .... 172 
Porcelain Products, Inc. ..... . 173 
OO, Bs Bs. Mie co cccvcceces = 
Precision Engineering  beb08 -— 
Premax Products ....... 175 
Prime Mfg. Co., The ...... -- 
Proctor Electric Co. ........ . 127 
Progressive Mfg. Co., Inc 167 
R 
Raybestos-Manhattan, Inc. (Ray 
PC MELE cs bacvaceces os —- 
CPO A” owhenececceeeds -- 
Reading Hardware Corp. ....... 99 
Red Arrow Div., MeCormick 
UP oer — 
Remington Arms Co., Inc. ..... -— 
Republic Steel Corporation .... 4-5 
Republic Steel Corporation ‘Wire 
er re 
APRIL 6, 1939 





Brass 


Revere Copper & Corp... 
Rome Mfg. Div. 
Reynolds Wire Co. - 
Rich Ladder & Mfg. Co., The.. 155 
Rittenhouse Co., Inc., A. E. ... 161 
Rixson, Oscar C., & Co. . a - 
Roberton Mfg. Co. .... 
Robertson, Arthur R. ......... 
Rochester Sash Balance Co., Inc. 175 
Rogers Isinglass & Glue Co. .. 
Rome Mfg. Div., 
& Brass Corp. 





Revere Copper 


Roper Oorp., Geo. D. ......... 165 
Ruby Chemical Co. ............ - 
Rugg Co., The E. T deen pe cees 20 
Russell, Burdsall e Ward Bolt & 
Nut Oo. woe. $63 dale ween ease 


Ryerson & Son, Inc., Jos. T. 


Sager Lock Works ............ 
Samson Cordage Works .. 
Sand’s Level & Tool Co. .. 
Sandvik Saw & Tool Corp. 





Savage Arms OOFp. ..cccccccce - 
Schacht Rubber Mfg. Co. ...... 182 
Schaefer Brush Mfg. Co. ...... - 
Schalk Chemical Co. .......... 89 
ee 121 
ee A eee - 
Schollhorn Co., The Wm, ...... 125 
Sentinel Radio Corp. .......... 
Shapleigh Hardware Co. ....... 
Sheffield Bronze Powder & Stencil 

 Srrec rey Caer Te eee ee 79 
Shermes eS ee ae 168 


Sherwin-Williams Co., The Tere 


Signal Electric Mfg. Co Su kik 126 
_.  §& “h. AAA 158 
Smith, Inc., Landon P. ........ 181 
Socony-Vacuum Oil Co., Bug-A 

ME: s:bain ob 604i RGc0 8 4 0.5:600's- 08 
Socony-Vacuum Oil Co., Tavern 

SN, 54.656 04-6:6-0-0' 9S 865 <s — 
Mpeetway BES. Co: .....66ccc0. 166 
Standard Fence Co. ........... 31 
Standard Steel Products Co. -- 
Stanley Tools, Div. of the Stan- 

ley Works ...... eossecsuge ae 
Stanley Works, The ........... _ 
Star Heel Plate Co. ......00.% 169 
Eee ee eee 
Sta-Tite Snath Co. .........0. 157 
Beeeras @ Oe., B. GC. ccconcecs 164 
Steel Products Mfg. Co. ....... 148 
Stevens Arms Co., J. .......... - 
Stewart Iron Works Co., Inc., 

ee hy id oe Ee coun ave 

T 


Taylor Instrument Cos. ....... 
Tennessee Coal, Iron & Railroad 
Eh 00:0 4-4:40s babe esas 645 tans 33 


Tagmapeen & Son Co., The Henry 


66060 460.0 2064005000008 30 
mene Pre@ucte Ge. 6.22 ccsces 64 
Tobacco By-Products & Chemical 

MOE. a:h.S 600d 68 ws mac amos 161 
nT SE IS a on asap ah iheig dis arn A -- 


Townsend Lawn Mower Co., Sam- 

oe ar 
ee SS Sree - 
Toy Manufacturers of the U.S.A. 179 
Trico Fuse Mfg. Co 


CO ar are rer 163 
Triplex Screw Co., The ........ 149 
Tubular Rivet & Stud Co. ..... 
Tucker Duck & Rubber Co. 113 
Turner, Day & Woolworth Handle 
> a6eer tbat seebanaehaness 73 
U 
Union Fork & Hoe Co., The 
Union Hardware Co. .......... 105 
SS ee 31, 3: 
United Stove Co. .......e.0+0- 163 
Utica Drop Forge & Tool Corp. - 
Vv 
Vaughan Novelty Mfg. Co., Inc. 165 
Victor Electric Products, Inc. .. 108 
Vichek Tool Co., The ......... 136 
w 
Wabash Samttance er 
le. Mi Serr 173 
Wall Rope Works, a 147 
Ward Me. OB, ccc cccccccccces 179 
Warren Tool Corp. ........... 
Washburn Co., The ........00. 
Waterbury Rope Co., Inc. ..... 76 
Westfield Mfg. Co. ........... 169 
Westinghouse Electric & =. “ 
RO yer rrrer rere cir 0 
Wickwire Brothers ............ 37 


Wilcox-Crittenden & Co.. Ine. . 

Winchester Repeating Arms Co. 39 
Wiss & Sons Co., 
Wood Shovel & Tool Co 
Wooster Brush Co. - 
Wright Steel & Wire Co., G. F. 167 


Y 
Yale & Towne Mfz. Co., The ; 3 


Plan to attend 


the AMERI 
ee 


NEW YORK 
APRIL 17th to 29th 


Exhibits at permanent 


SHOW ROOM S 


and 


HOTEL McALPIN 


TOY MANUFACTURERS OF U. S. A., INC. 
200 FIFTH AVENUE, NEW YORK, N. Y. 
















: SAND’S LEVELS 


—TELL THE == 


——<-s aM OL. ——— 
WORLD'S STANDARD FOR 45 YEAR 
“Factory Built-In Accuracy” 


MASONS’ WOOD AND ALUMINUM 
CARPENTERS’ WOOD AND ALUMINUM 
TILE SETTERS’ WOOD AND ALUMINUM 
SAND’S-STEVENS SURFACE AND LINE 


Write for Catalog 


SANDS LEVEL & TOOL COMPANY « . 


8631 Gratiot Ave. DETROIT, MICH. ® 
eeeece 





























Mouldeck RUBBER GOODS & Speciathcs 



















































PLAIN AND MUSHROOM BUMPERS 
RUBBER HEAD NAILS @ TOILET SEAT BUMPERS 
CHAIR TIPS @ CRUTCH TIPS @ SUCTION RUBBERS 


SEND FOR CATALOG OF COMPLETE LINE 


The ELASTIC TIP Co. 


ATLANTIC AVE: »N-MASS 








GREATEST ALUMINUM PAINT VALUE 
ever offered the Trade! 








Two compartment 
cans with Aluminum 
Paste or Powder 
and the finest Ex- 
terior Spar Varnish 
Bronzing Liquid. 
Ready Mixed Alu- 
minum Paint made 
with Aluminum 





Paste. The most 
i gortectiz balanced 
Ready ixed Alu- 


minum Paint that will not tarnish or con- 


geal in the can. 


Order from Jobbers: Write! 


SHEFFIELD BRONZE POWDER & STENCIL CO. 
3000 Woodhill Road @ Cleveland, Ohio 


your jobber. 
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Exclusive 
Construction 


Features... 


Hemmed here to 


ng 


; F rmat r 


Units of 

i, the complete 

|| MricoR, 

i line of 

\ Rain-Carrying 
Equipment. 


‘MiICOR. Rain-Carrying 
Equipment sure helps 
us dealers stay on the 
profit side of the ledger” 


pe evershin you need to 
i become headquarters” 
for eaves trough... 


One complete line headed by popular 
KUEHNS SQUARE GUTTER and 
KUEHNS WALF-ROUND SU77ER 


When you can feature the seven exclusive advantages of 
Kuehn’s Square Gutter and Kuehn’s Half*Round Gutter — 
at the price of ordinary half-round, in 4” and 5” 

— you've got what it takes for more sales and profits. 


You can depend on these beautiful gutter designs to please 
your customers and bring business from their friends. Hang- 
ing Kuehn’s Gutter is easy, because precision manufacture 
makes every length straight and true. Accessories and joints 
are fitted quickly. 

But that’s not all. Milcor backs up these two leaders with 
a complete line, so you can sell everything your custom- 
ers need in rain-carrying equipment. Milcor’s conveniently- 
located plants and warehouses carry a full stock of gutter, 
conductor pipe, and accessories — including the new Milcor 
Seamed Eaves Trough Mitres for stronger, better-looking 
corners — to provide you with quick, on-time deliveries. 
It pays to follow the example of hundreds of Milcor dealers and feature 
Milcor Rain-Carrying Equipment — the line that gives you something to 
sell besides price, and backs all your claims with satisfactory service. Milcor’s 


sales policy protects your int Order from your jobber. Write 
today for colorful descriptive literature and free sample. G-29 


MrccoR. STEEL ComPanY 


MILWAUKEE, WISCONSIN . CANTON, OHIO 


NIS @© NEW YORK 





HARDWARE AGE 
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THAT NETS THE 


“LONG PROFIT: 


i 


#1 Daisy 5 7 


» \) PLATE Your store can increase spring and summer profits very substantially by giving 
Wssig CRAPER 4 prominent display to the seasonal Daisy Line Rubber Goods. An island counter 
) \ nayeee ; x well stocked with Daisy Rubber Goods, and placed in a prominent spot, will pew 

more profit per square foot of space used than perhaps any other display in 
your store. 


AESY KITCHEN SPATULA 
S25 =a FEATURE THESE SPRING- 


Right now your store should be displaying Daisy Hose Washers, Faucet 
Washers, Toilet Seat Repair Kits, Basin, Sink and Bath Tub Stoppers, 
Chair or Crutch Tips, Fruit Jar Rings, Kitchen Spatulas, Tubing, Bath 
Sprays, Force Cups, Blue Ribbon Soles and Heels, Kneeling Pads and 
Stair Treads. All these and many other Daisy Rubber items can turn one of 
your non-productive counters into a money maker. Complete Daisy Catalog will 
be sent on request. 


Call Your Jobber or Write Us Direct 


' —" SCHACHT RUBBER MFG. CO. 


BLUE RiBBON SS HUNTINGTON INDIANA 


BLE SEAT 


Urakies — noLtLD ! 
Wa 
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